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ECONOMY .. you come out on top both ways 
with EAGLE-A TROJAN BOND 








Specify Eagle-A Trojan Bond to win new heights of excel- 
lence in your printing. With this great group of 25% 
cotton fiber bond papers you get extra quality without 
paying a premium price. Ideal for letterpress, lithography, 
die stamping, raised printing . . . for business stationery 
with matching envelopes, direct mail . . . for every job 
that calls for fine appearance and good printing. For a 
sample portfolio, write Dept. W. 
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(Parens| 
TROJAN BOND COCKLE FINISH * TROJAN BOND OPAQUE 
 BAGLE- A aN j TROJAN LAID » TROJAN BOND SMOOTH VELLUM 


for more creative 












American Writing Paper Corporation, Holyoke, Mass. 
COMMUNIC ations 


Makers of Eagle-A Coupon Bond and Other Fine Eagle-A Papers 
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Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright _ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in __ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives you'll discard your old ideas about printing paper. 


PACKAGING DIVISION wilin 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA 
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EMAAN- MARCUS. 


Slay Spauylsd Awerison Yaolas: Peake Puy 


d - American Airlines 









Star Spangled American Genius 





AMERICANA Since 1957, Neiman-Marcus has initiated annually a city-wide Dallas cultural “fortnight” promo- 
tion. This year its program focused on the theme of “Star Spangled American Genius” and was sparked by a 


12-page advertising section in the October 7th issue of the New Yorker. The section ran in front of the book cover. 


Each participating advertiser is coupled with a well-known product of American origin, e.g. American Airlines with 
an alphabet block, Elizabeth Arden with Tiffany glass, Fouke Fur with a silver dollar, Credit for design and layout 
goes to Milton Glaser and Seymour Chwast of Push Pin Studio in New York City. 
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etterpress on MEAD PRINTFLEX LETTERPRESS ENAMEL, 100 Ib. 
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RESULTS ON 
MEAD PRINTFLEX 
ENAMEL! 


This is ademonstration of MEAD PRINTFLEX 
LETTERPRESS ENAMEL, a top quality coated 
grade with an exceptionally smooth sur- 
face and high brightness. Superior folding 
qualities, too, as its name indicates. It is 
an especially good choice for promotional 
folders, product inserts, brochures and 
similar long press run material where 
costs must be closely controlled. Available 
also in a matching cover grade. . . Print: 
flex Letterpress Coated Cover .. . and in 
equivalent grades for lithography (Print- 
flex Offset Enamel and Coated Cover) 
through your local Mead Merchant. Speci- 
fy Mead and choose from the world’s 
broadest line of fine printing papers. 
YOU GET MORE FROM MEAD...the moving 
force in Paper and Packaging. 
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Recaljed by P. K. Thomajan / Imaged by Walter Kaprielian 






KIDAZE The Centaur Press has published 
an exquisite little book by P. K. Thomajan, 
“Widaze” is a collection of 18 reminiscences 
of Thomajan’s New England childhood days, 
each complemented with a_ striking back- 
ground drawing by Walter Kaprielian. The 
disarming and diverting essays touch on such 
simple subjects as Kitten and String, Penny 
Candies, Attic Leak, Sliding Down Ban- 
nisters. The makeup of the book sensitively 
harmonizes with the text. Kaprielian has 
used an interesting woodcut type technique 
which acauires a delicate pastel Japanese 
quality. This edition was printed by Dwight 
FE. Agqner, Centaur Press, Box 215 Conti- 
nental, O. Text is handset in Garamond type 
and printed on Strathmore Chroma paper. 
The edition is limited to 300 signed copies 
and is available for $3 a copy or in exchange 
for other private press books. 









































































GENESIS OF A COMPOSITION 


Quadrat prints are experiments in the 
field of graphic design, plastic arts, litera- 
ture, architecture and music, distributed 
to friends by the de Jong & Co., a printery 
in Hilversum, Holland. This is part of 


one entitled “Genesis of a Composition” 
by Bernaard Majorick, which deals with 
a mural painting done by Jan Bons for 
the Dutch Exhibition in Mexico in 1952. 
A lithographed reproduction of the paint- 
ing accompanies Majorick’s essay, which 
also has illustration such as the one on 
the right. The exhibition was designed by 
the architect G. Rietveld. Two hundred 
fifty ft. long and 20 ft. high, the wall 
painting was executed in emulsion paint 
on reed matting. It was commissioned by 
the Netherlands Government Information 
Service with the aid of a contribution 
from the Prince Bernhard Fund. Editor 
of the quadrat prints is Pieter Brattinga 
at Pratt Institute, Brooklyn, N. Y. 








Distinguished backgrounds... 


MOHAWK SUPERFINE 
POSEIDON OPAQUE 
ARTEMIS 

CORTLEA 

NAVAJO 

MOHAWK VELLUM 
MOHAWK OPAQUE 
PERICLES OPAQUE 


Text, Cover and Bristol 
Text, Cover and Bristol 
Text and Cover 


Text and Cover 


: Cover and Text 


Vellum, Cover and Bristol 
Vellum and Smooth 


Text, Cover and Bristol 


MOHAWK SUPERFINE BOND 
MOHAWK OFFSET 


...for the finest printing 











10 | 





CO 
drawer 


THE EARS HAVE IT! 


This third in a series of 

full page trade ads 

for the Straus Broadcasting group 
was designed by Joe Caroff. 
Photographer Neil School achieved 
the special effect by 

projecting a slide of type on 

a white ear 

and then photographing 

the result. 


8 FLIGHTS DAILY 


Here’s an unusual ad for 
Cunard Eagle Airways using the 
“aircraft identification” technique 

to good advantage. 

What better way to say 

8 flights daily than 

to show them 

(4 flights leaving, 

£ flights returning)? 

A quick glance 

and you've got the whole picture. 
Art director, Tony Mandarino; 
artist, Mac Horn; 

copy, Hank Seiden. Mandarino 
and Seiden were formerly 
creative talents at BBDO 

and have recently associated with 
Keyes, Madden & Jones, N. Y. 
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LV. MIAMI: 6-00 PM 
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The ears have it! 

The best in 
entertainment, news 
and public affairs 
reaches 24 million 
ears every day on wmca 
where 86% of the 
listeners are adults? 


*Puise Cume March ‘61 
and Aud Comp. Feb. "61 


(2 Pepa 


THE VOICE OF NEW YORK 


THE VOICE OF BUFFALO 
--—- —- 4 


rpi 
Mme | THE VOICE OF NEWS 
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Vv NASSA 30 F 


MILAM Leight viscount ttights daily between Miami-Nassau‘33) NASSAU 


Cunard Eagle serves Miami and Nassau with eight trips daily most frequent service seating and traditional English hospitality. Also, Miami. Nassau Bermuda London ] 7-day excur 


available. Fast (50 min.). Economical Jet-prop Viscount equipment with luxurious 2 x 2 


sion fare, $428 round trip CUNARD EAGLE AIRWAYS 
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Drawing its inspiration from the classic proportions of the 
Bodoni series. Torino has quickly earned a place of honor 
and preference in the work of leading designers throughout 
the world. Outstanding in the delicacy and distinction 

of its letter forms, Torino achieves an 


immaculate harmony of broad and thin strokes, appropriate 


to both text and display functions. In color of line as well as 
in the architecture of each letter, it recaptures, freshly, 
the balance of Bodoni. 


tor 


A NEBIOLO TYPE FACE 


made in Italy by Nebiolo Type Foundry, Turin 


INO 


Plan of the ancient fortress city of Turin, Ga. 1500 A. D. 


ABCDEFGHTIJKLMNOPQ 
RSTU VWXYZ 1254567890 


abcdefghijklmnopqrstuvwxyz 


ABCDEFGHIJKLMNOPQ 
RSTUVWX YZ 1234567590 
abcdefghijkimnopgrstuvwayz 


distributed by 

AMSTERDAM CONTINENTAL TYPES 

AND GRAPHIC EQUIPMENT, INC. 

276 Park Avenue South, New York 10, N. Y. SPring 7-4980 
WESTERN REGIONAL OFFICE 

3319 W. Magnolia Blvd., Burbank, Calif. Victoria 9-6319 


Specimen sheets available on request 
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13th ANNUAL ADVERTISING 


AWARDS EXHIBITION 
McGREGOR MEMORIAL BLDG. 


WAYNE STATE UNIVERSITY 
OCTOBER 2nd-OCTOBER 15th 
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LICENSE PLATE TYPOGRAPHY A license plate announces the 13th Annual Advertising 
Awards exhibition at Michigan’s Wayne State University. The exhibition is sponsored by the Art 
Directors Club of Detroit and the Detroit Copy Club. Poster design is by Joseph Kidd. It is 
printed in black and red, 
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VISITING ARTIST OF THE YEAR (abore) 
The art department of the University of Illinois 
brings to its campus artists of national reputation 
to extend to students new ideas and fresh creative 
challenges. The Visiting Painter for 1961-62 is 
Nathan Olivereira. This cover features a wash 


drawing by the painter. Design is by Oswald Guy. 


GRAPHICS IN DEPTH (left) Maurits Escher 
is one of Europe’s most original graphic artists. 
Concerned with the rendering of space and time, 
he frequently presents several viewpoints in a 
single print, giving a sensation of viewing the 
s-ene from above, below, and on the same level. 
This print is from “The Graphic Works of M. C. 
Escher,’ Duell, Sloan and Pearce, the first book 
devoted to his work to be published in the U.S. 
In “Drawing Hands,” a lithograph, each hand 
seems to be drawing the other, emerging from two 
dimensions to three. 


LITHOGRAPHY EXHIBITION (right) “Retro- 
spective of Lithographs” was the title of the recent 
Ralston Crawford exhibit held at the Nordness 
Gallery, New York City. Shown here are two of 
his lithographs: “The Pitcher, first state,” and 
“Tssy-Les Moulineaux #2.” A book by Richard B. 
Freeman,“The Lithographs of Ralston Crawford,” 
will be published shortly by the University of 
Kentucky Press. 
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bring a New Year warm with contentment and the blessings of peace... 
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Shakefpeare. 


JULY 12 THROUGH AUGUST 13, 1961 
FIRST GRAND REPERTOIRE WEEK 
AUGUST 14 THROUGH AUGUST 20 
1934 Stote Rd. — RT. 6 CUYAHOGA FALLS 
RESERVATIONS — WA 3-0467 
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SIXTEENTH CENTURY ADAPTATION This promotional campaign 
for a Shakespeare Festival attempts to utilize Sixteenth Century ele- 
ments in a contemporary manner, so as to produce a graphic hybrid in 
which the traditional elements are strong, but not overpowering. The 
figure used on all pieces except the programs is an extreme blow-up 
of an anonymous Sixteenth Century print of Queen Elizabeth. The 
programs use, as illustrations, Sixteenth Century woodcuts of characters 
from Shakespeare’s plays. The whole campaign has taken on almost a 
corporate image attitude, in that either the print of Queen Elizabeth or 
the work “Shakespeare” set in Sixteenth Century type, or both, are on 
all pieces and create an umbrella over the entire campaign. Soft colors 
have been used in selection of paper and ink to help transmit to the 
observer and prospective theatre-goer a sense of antique authenticity 
that he will expect in the execution of the plays themselves. It is also 
hoped that he will be exhilarated by the added pleasure of graphic 
material to match. From tie dignified invitation to an opening night 
reception to a pressure-sensitive bumper poster, this feeling must pre- 
rail. Client: Akron Shakespeare Festival, Inc., Akron, O. Designer: 
Richard Oborne/F. Eugene Smith Associates, Bath, O. 
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FROM HIEROGLYPHICS TO BILLBOARDS A panel, one of many used in Naegele Out- 
door Advertising’s “Concept Show” at the Hotel Commodore, helps to tell the story of out- 
door advertising from hieroglyphics to the most modern designs. The show is intended to 
exhibit the opportunities available through proper use of the medium in selling a service, prod- 
uct, image or name. The exhibit appears on eye-level “billboards’ 
the medium. 


, 


which depict the history of 


FROM THE SORIA SERIES 


A page from a book 

designed by John Mignone is part 
of the RCA Record Division’s 

Soria Series for the opera “Othello.” 
The book was set by 

Graphics Art Typographers, Inc. 
and printed in Italy by Amilcare Pizzi. 
This particular page shows 

a costume sketch for Emilia, 

the wife of Iago, 

as well as lines of dialogue in 

both Italian and English. 

All of the sets, 

costume sketches and decorations 

in the book are from the 

original color designs for the 

first performance of “Othello” 

at LaScala, Milan, in 1887. 
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THREE FACES OF MR. MIME An item important in a designer’s 
thinking is whether or not he can get reuse value from his art work. 
This “Mr. Mime” promotion for RCA Victor was designed as a trade 
insert and served an additional purpose as a window sticker for re- 
tailers in the record business. The insert received a third exposure as 
a direct mail piece. This three-fold use for art was conceived by the 
Grey advertising agency. Art director: Karnig Thomasian. 
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Fix your gaze on a brand new blue-white NORTH STAR- 
Polar Superfine Enamel. Note how its blue-white brilliance 
and exceptional gloss heighten the contrast between the 
spectrum and the jet black of night. The insert was printed 
in two impressions on a conventional single color press, 
running black for one impression and five colors in a split 
fountain for the second impression. The effect is striking: 


full color with unusual snap, produced at minimum cost. 


Oxford North Star trailing-blade-coated papers are distin- 
guished for their exceptional brightness, levelness, polish 
and affinity for inks. When you select paper, consider 
North Star. Your nearby Oxford merchant can meet your 


printing and budget needs from his stock of Oxford quality 





coated text and matching cover papers. For his name, 
drop us a card at 230 Park Avenue, New York 17, N. Y. | 


ford 


NORTH STAR LETTERPRESS PAPERS 
Polar Superfine Enamel @ 

(for this insert, basis 25 x 38—100 Ibs.) 

Mainefold Enamel 

NORTH STAR OFFSET PAPERS 

Polar Offset Enamel 

Polar Offset Enamel Dull 

Maineflex Offset Enamel 

Maineflex Offset Enamel Dull 


OXFORD PAPER COMPANY 


SALES OFFICES: NEW YORK « CHICAGO « BOSTON ' 


paper 

specialists 
to the 
graphic arts 

industry 
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ASTROLOGICAL DESIGN 


The 12 signs of the zodiac are imaginatively 
treated on this promotional piece for Charles 
Cooper studios in New York. The designer/ 
illustrator is Murray Timbelman of the studio. 
The piece is a four-color silkscreen job. Lav- 


ender translucent ink was used for the back- 
ground on parchment paper. The signs of the 
zodiac are also in translucent ink of gold. Black 
outlines are very effectively treated in black 
enamel ink, while the white sun and lettering 
in the circle’s center was printed in white 
opaque ink, The Cooper studio has a silkscreen 
plant in Florida and uses the piece as evidence 
that silkscreening, when properly integrated 
with an art department rather than left to the 
printer, is a very superior and artistic medium. 
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Trente-troimeme rapport annuel 1960 
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af breathung fallen sparrows 


Wherever you move 
Thear the sounds of losing wings 
of talling wings 


Lam speechless 
hecatse you have fallen beside me 
became vour eve lashes 


are the spines of tiny fragile animals 


| dread the time 


when veur mouth 


begins to call me hunter 





to testify against you 


TYPOGRAPHY ’61 
of the best typography appear here, An Award of Distinctive Merit 
(above) in the category of trade books and limited editions went to 
Frank Newfeld for his book “The Spice of the Earth,” a collection o; 
poems by Leonard Cohen. In the category of printing for commerce— 
annual reports and financial statements (left), Ernst Roch received an 
award for the Rolland Paper Company annual report. 


Some of the results of Canada’s annual showing 
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The Rolland Student Gold Medal (above) went to Bev B. Leech, « 
student at the Vancouver School of Art, for a “Glossary of Typographi 
Terms.” 

A special award of merit in certificate form (left) went to a girl student, 
Happy Harper. Her entry, “Sea, Creek, Water and Rocks,’ is a self- 


published book showing a strong Japanese influence in format. 
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BAS RELIEF? YES. NEW LOGO. SPACE RELIEF? YES. NEW STUDIOS. DESIGN RELIEF? INDEED, YES—DESIGNERS 


AFTER DECEMBER 1ST: 555 FIFTH AVENUE, NEW YORK 17, NEW YORK, TELEPHONE: YUKON 6 

































Engravings by Collier-one of a series 
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Mellow your next Old Fashioned with the Prized Kentucky Bourbon 
...it’s always ...famed 100 Proof Bottled in Bond or Meilow 86 Proof 


a pleasure . 
LW.HARPER “iy 
be Se 
‘ “ mm i i 
aine872, fa ts ik 
THE GOLD MEDAL BOURBON Gi? Ws 
BOTH KENTUCKY STRAIGHT BOURBON WHISKEY + | W HARPER DISTILLING COMPANY, LOUISVILLE, KENTUCKY + FOUNDER MEMBER, BOURZON INSTITUTE 








This four-color magazine ad has 
been reproduced with the per- 
mission of the Kleppner Company 
and the I. W. Harper Distilling 
Company. The art direction was by 
Harold A. Bowman; the pro- 


duction was by Robert Knesnik 


COLLIER 





















PHOTO ENGRAVING &: 
240 WEST 40™ STREET 
NEW YORK 18, NEW YORK 
PHONE: OXFORD 5-0400 



































TYPOGRAPHY IN PLASTER 
Horizons are limitless for the curi- 
ous and experimental minded indi- 
vidual. It is one achievement to 
create relief typography in plaster 
of paris. It is quite another to 
apply it to photography and finally 
as the central visual for advertis- 
ing. These exciting ads are the work 
of New York designer Bob Farber. 








Printability plus 
PENN /PRINT GLOSS Coated Letterpress 
from the mills of New York and Penn 
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Manufacturing coated letterpress for millions of maga- 
zine pages over the years for these Curtis publications 
adds up to papermaking experience in depth . . . experi- 
ence which has resulted in the development of a new 
sheet of coated paper for the commercial printing field... 
PENN/PRINT GLOSS for peak printability. 
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WILLIAM BOWMAN 


William R. Bow- 
man is Art Di- 
rector of the 
American 
Home 
He has held art 
directorships at 
several leading 
advertising 
agencies and is 
a member of 
the New York 
Art Directors 
Club and the 
Society of Illus- 
trators 
He has won 
awards from the 
New York Art 
Directors Club 
and the AIGA. 
His work was 
exhibited in The 
Museum of 
Modern Art in 
1954 
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Penn / Print Gloss will meet yOUF MOS! exacting letterpress 


requirement...from process printing to simple black-and. 
white reproduction. Priced competitively, Penn/Print 
Gloss has excellent opacity and is unmatched for 
whiteness, brightness and, the ultimate criterion, 
printability. 
See how it has responded to the challenge of Bill 
Bowman’s torture test. See how fine type is re- 
versed out of black, how delicate halftones 
reproduce sharply and cleanly even when sur- 
rounded by solid black and how the finest 
lines drop out of the red plate. And pin- 
point register is maintained constantly. 
Make your own comparisons and you'll 
recognize its superiority to all but the 
highest priced coated letterpress 
sheets. Ask for samples and a 
swatch book from your distribu- 
tor. You can buy with confidence, 
print with confidence...when 
the paper you choose is from 
the mills of New York and 
Penn. New York & Penn- 
sylvania Co., 425 Park 
Avenue, New York 22, 
New York. 
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New direction for designers? 





John Massey of Container Corporation is a 
prototype of the designer in the executive suite 


An interview with a designer at a corporation ten years 
ago would tell a very different story from the same inter- 
view today. Ten years ago most sat at a drawing board 
and concentrated on using their knowledge of graphics 
to give visual effect to ideas. Today a growing number 
are part of top management, and making decisions on 
matters of policy. They are communicators in more than 
the two-dimensional graphic sense. They are oriented in 
marketing and research in order to make design decisions 
involving huge sums of money. To do this job properly 
the designer has had to broaden his scope beyond the 
drawing board. A typical example of this kind of “con- 
temporary designer” is John Massey of Container Cor- 














Promotional booklets and give-aways for CCA 

(a) The polyhedron, designed by Massey and 

Norman Perman, is a direct mail promotion to 

show printability of Container’s folding 

carton paperboard. (b) A booklet, 

designed by Massey and Massimo Vignelli, for a CCA 
division. (c) Coasters were designed by Massey and 
James Higa to show printability on corrugated 
paperboard. (d) A give-away piece for the 

American Meat Institute exhibition. 


























poration. He has been manager of graphic design at 
Container since 1956 and has recently taken on the addi- 
tional responsibility of manager of advertising. Massey 
believes that graphic design today is in a position to 
influence industry in greater depth than ever before. 
The reason for this is that industry has more to gain, or 
more to lose, than ever before in its communication with 
all facets of our economic community. He says, “By defi- 
nition, graphie design should encompass the visual or- 
ganization, clarification and strengthening of ideas ex- 
pressed through the two dimensions of the printed page. 
If this defined job is done creatively, logically and eco- 
nomically, it can be of great service in helping industry 
to widen the now constricting profit margins.” 


To significantly contribute in this area, Massey believes it 
is necessary that people concerned with design do not 
concern themselves solely with the organization, place- 
ment of elements, and color within the confines of two 
dimensions. He explains that the designer “must apply 

















John Massey 
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the very essence of a free government consists in considering 
offices as public trusts, bestowed for the good of the country 


and not for the benefit of an individual or a party. 


VOTE VOTE VOTE 
VOTE VOTE VOTE 
E VOTE VOTE VOTE 





John C. Calhoun, speech July 13, 1835, Great Ideas of Western Man, one of a series. CONTAINER CORPORATION OF AMERICA Ca) 


Artist: John Massey 
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his creative ability and the accumulated knowledge of 
research, marketing and psychology to a more basic 
strata in the communication complex. This means, on 
evaluating the idea to be communicated, and the audi- 
ence to receive it, he may realize that an ad is not what 
is needed at all, but possibly a management seminar, an 
institutional direct mail publication, a news release, or 
an editorial.” 

Massey further explains that increasing the designer’s 
responsibilities is the only way that he can be in a posi- 
tion to evaluate the purposes and objectives of every- 
thing he works on. He says encouragingly, “This kind 
of approach, I believe, will help reduce the superficial 
and trite solutions that are often superimposed unthink- 
ingly on many printed messages and will contribute to a 
ereater efficiency in the communication between produe- 
er and consumer.” 

As a designer, Massey does not think that this broader 
concept in any way minimizes his creative inventiveness. 
Instead, “It only contributes to his potential effectiveness. 
Design is nothing in itself. It is only significant when it 
serves a worthy purpose.” 


Our country calls not for the life of ease, bu 
for the life of strenuous endeavor. The twen 
tieth century looms before us big with the fate 
of many nations. If we stand idly by, if we 
seek merely swollen, slothful ease, and ignoble 


peace, if we shrink from the hard contests 





where men must win at hazard of their lives 
and at the risk of all they hold dear, then the 


bolder and stronger peoples will pass us by anc 


will win for themselves the domination of the 
world. Let us therefore boldly face the life of 
strife, resolute to do our duty well and manfully; 
resolute to uphold righteousness by deed and by 
word; resolute to be both honest and brave, to 


serve high ideals, yet to use practical methods. 
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& 


i 


Some booklets and ads by Massey for CCA. 
(Facing page) One of Great Ideas of 
Western Man series. (e) White corrugated 
shipping carton for reprints of the Great 
Ideas series. (f) Another ad for the Great 


Ideas 


series. (g) Information folder on 


awards given CCA, (h) Information book- 
let on Company’s Dallas/Fort Worth plant. 
(i) Press folder for opening of the Com- 


pany’s 


design and research laboratory. 
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“'The search for corporate identity: 


seven case histories 


More and more, companies are asking whether the 
“image” they project to employees, customers, and the 
public at large is really all that it should be. And more 
and more, they are finding the answer to be a resounding 
“no.” For example many large and diversified companies 
have discovered that, while each division or subsidiary 
may have its own image, the corporate personality as a 
whole is either blurred or non-existent. Also, many com- 
panies large and small have become aware that, because 
of increased competition at the consumer level, they re- 
quire a graphic identity with much greater impact at the 
point-of-purchase. All this has led these companies to 
undertake far-reaching redesign programs, with the crea- 
tion of a new symbol or trademark as the first order of 
business. 


“A corporate identity program,” says J. Chris Smith, of 
J. Chris Smith Design Associates, “is generally initiated 
and implemented in four phases: 1. Evaluation and 
study of the present image. 2. Establishment of type of 
image desired by management. 3. Creation of a corporate 
identity system. 4. Implementing the system throughout 
the corporate structure. 


“The first phase will involve a complete study and re- 
evaluation of all things contributing to the present im- 
age. This includes the appearance of plants, showrooms, 











CTADI/LINGE 


signs, trucks, products, packages, trademarks, reception 
rooms, trade shows, advertising—in short, everything 
that comes in contact with, and hence makes an impres- 
sion on, the public. 


“In light of the results of phase one, it is up to manage- 
ment in the second phase to lay down a blueprint for de- 
sired goals of the corporate program. 


“Tn the third phase, it will be up to the consultant design 
firm to develop an image through design that truly re- 
flects all corporate objectives and will knit all things 
visual into a single consistent impression. 


“The last phase will be to develop the system and time- 
table to implement the program to all of the company’s 
visual communications. 


“Tn entering upon a program of this scope,” Smith con- 
cludes, “management cannot expect to sweep the corpo- 
ration with a complete visual change overnight. It must 
be entered into and conceived as a long-term and con- 
tinuing activity to gain the full measure of value out of 
the program.” 


Following are case histories of seven recent and success- 
ful corporate identity programs. 


A new logotype is in use by Storkline Corporation, 
manufacturer of infant and juvenile furniture. Creat- 
ed by Morton Goldsholl, the logotype represents the 
first step in a comprehensive design program for the 
company. The logo features the legendary stork in 
modern guise. One long, sweeping line forms the beak, 
head and neck—then swirls into a coil to represent 
the body of the bird. Two short lines form a tail and 
a pair of long straight lines form the feet. The tradi- 
tional “bundle of joy,’ represented by a tapered tear 
drop shape, is suspended from the beak. The Stork- 
line name, too, has a new look. The script was 
dropped in favor of an easy-to-read News Gothic con- 
densed typeface which appears directly beneath the 
stork. The new logo appears on all of the company’s 
printed materials. 


























HELANCA 
® 





QUALITY PRODUCT 
© HEBERLEIN PAT. CORP. 


A free-line interpretation of a bird has become the 
trademark for products made from Helanca stretch 
yarn. The symbol was developed for the Heberlein 
Patent Corporation by Marian Duke, of Francis Blod 
Design Associates. Behind the Helanca design lay a 
range of market considerations. Helanca is the regis- 
tered trademark of Heberlein and the brand name for 
this European-developed stretch yarn, as well as for 
the fabrics and products containing it that are made 
by its manufacturer licensees. Since soft goods made 
of Helanca, such as hosiery, underclothes and sports- 
wear, carry its identifying symbol, it was important 
that the trademark be “unique and memorable” to 
manufacturers and shoppers alike. Among other re- 
quirements, the trademark design had to be simple in 
order to adapt readily to many varied uses, from 
woven labels, direct printing on fabrics, and hang 
tags, to packaging, print advertising, letterheads and 
business cards. Also, a “live” symbol was desired that 
could be animated for point-of-purchase promotion. 
An important design objective was to express the fun 
and youthfulness of wearing clothes made of Helanca 
—tights, bathing suits and ski pants, for example. 
And, since most Helanca products are purchased by 
women, the design had to draw them by suggesting 
the softness and elegance of the product while, at the 
same time, dramatizing the resilience of this reverse- 
twist nylon yarn. This action of the yarn itself sug- 
gested to Miss Duke the direction to follow. A look 
at the trademark shows how she translated these quali- 
ties of the yarn into the motion of her design. Free- 
dom of motion, simplicity, softness and youth are not 
the only birdlike qualities the Helanca trademark ex- 
presses; as a symbol of nature, it has reportedly also 
helped to diminish any customer resistance to a syn- 
thetic product. 


COMPANY 


rie MINNESOTA MINING E 
Sa MANUFACTURING CO. 


After nearly 60 years of trademark diversification, Minne- 
sota Mining & Manufacturing Company has adopted a new, 
coordinated identification program. Created and designed 
by Gerald Stahl Associates, the program emphasizes the 
family relationship among the firm’s lines of widely diversi- 
fied products. Until now, the company has used more than 
50 different trademarks in as many typefaces, few of which 
have anything in common with the others. Through the use 
of a distinctive new symbol and alphabet, 3M hopes to make 
it simple for anyone seeing one of its trademarks to readily 
identify the product with the company. 

The major element of the identification program is the 
strong new 3M trademark, which features a numeral 3 and 
letter M. The trademark forms a solid base rectangle which 
reflects the strength and stability of the company. The cor- 
porate signature, division signature and brand names will 
use the specially designed 3M alphabet which maintains the 
same character established by the trademark. The new pro- 
gram, currently in effect in advertising and many promo- 
tional programs, will gradually be broadened to include 
packaging, letterheads, literature and other materials as 
present supplies are depleted. First corporate use of the 
symbol was on the firm’s second quarter interim report. 
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BONOMO 


The Bonomo candy line has a new trademark in the form 
of a striking minaret-capped lower case “b”. Created by 
Dixon & Parcels Associates, the new symbol was designed 





for maximum impact at point-of-purchase and during fast- 
moving television commercials. 


Through the years, Bonomo has acquired many once-inde- 
pendent candies; hence, the new trademark had to provide 
an overall corporate image—an instantly-recognizable sym- 
bol to give all product-members of the Bonomo line the full 
benefit of the company-wide reputation. At the same time, 
package designs containing the new symbol had to give the 
individual candies a “recognizability” all their own. Dixon 
& Parcels created the new package design as well as the 
trademark. 


The old Bonomo trademark was a script signature used in a 
number of ways, both by itself and enclosed within a mina- 
ret. In the new trademark, the lower case “b”—stylized, 
with a tall “ascender”—is crowned at the top with a minaret 
to serve as a link with Bonomo’s past. Tests of the new 
design have reportedly shown that it is recognizable—i.e., 
has “memorability”—at maximum eyesight distance from 
point-of-sale. Equally important: as the purchaser gets 
close enough to reach for the product, the specific contents 
identify themselves, too. 





Southwest 
Forest 


Industries, Inc. 


Southwest Forest Industries has adopted 
a new corporate identity program affect- 
ing its 17 divisions and subsidiaries. The 
company, originally known as a lumber 
producer, felt the need for stronger cor- 
porate identity because of recent diversi- 
fication and acquisitions in the paper and 
converting field. “The new look for South- 
west Forest Industries,’ according to 
James Boyd, vice president and director 
of public relations, “had to go much deep- 
er than just a revision of the present 
mark and signature in order to merge the 
several distinctive corporate looks of our 
new operating companies into a single en- 
tity.” The long-term equity which had 
been built up by each of them could not 
be sacrificed. The project was assigned to 
Stephan Lion Inc. and a four-part pro- 
gram was developed under the supervision 
of Russell Sandgren, vice president and 
director of marketing design. 


First, the program was predicated on a@ 
system of names which were developed to 
insure clear and easy-to-read verbal rela- 
tionships between the parent company, tts 
divisions and subsidiaries and their brands 
and services. 


The second key element in the system was 
the creation of a custom alphabet. This 
was needed because of the necessary 
wordiness of the corporate and divisional 
signatures. Marimum legibility was essen- 
tial, as well as consistent use of a unique 
letterstyle in order to build recognition 
habits in the minds of the company’s 
many publics. 


Thirdly, development of the new mark 
and signature by the Stephan Lion design 
staff resulted in a new symbol sometimes 
referred to as the “Swinging S”. This 
symbol, designed for maximum impact, 
achieves an optical illusion of movement 
on the printed page. It graphically sym- 
bolizes many of the activities of the saw 
mill, the pulp mill, and the paper-making 
plants. An abstract mark was chosen be- 
cause of the belief that it could best iden- 
tify the company as modern and dynamic 
without inhibiting identification in terms 
of future growth and diversification. The 
final element was a singleness of spirit in 
design which related all graphic material 
put out by the company. 


































When the 110-year-old Berkshire Life Insurance Com- 
pany made its first venture into consumer advertising, 
its New England management wanted to accomplish 
more than the sale of additional insurance through its 
agents. It set out to create an image that would re- 
flect a new, modern approach to insurance coverage 
and its presentation to the insurance field and general 
public. A modern advertising campaign was evolved 
featuring a play on headline words, and short concise 


copy. The company’s agency, Jules L. Klein Adver- Words 






tising, assigned New York designer Rudi Bass to de- hy lnok 
5 . aiike . may 

velop an unusual visual motif using the Berkshire tri- a li taal 
angle trademark as an overall design theme for pre- meaning. Life insurance 
senting the copy message. Working with solid blacks, policies differ also. Some 

; hit dt th d 1 d dynamic, different ideas in life 
pure whites, and tones of gray, they aeveloped a se- ; ao insurance are now being marketed 
ries of modern layout designs, in which triangles and RS oe by representatives of Berkshire Life. 
headline arrangements commanded attention. Teaser- ieee Tee Ra a ei Wei SS SENET EU SE 


type headlines invited readers’ participation by offer- 
ing them a chance to play with words. For instance, 
“relative” the noun, and “relative” the adjective are 
spelled alike, yet are unlike in meaning. 












SROBBINS 


McKesson & Robbins, distribution specialists in the drug, liquor and chemical 
fields, has adopted a new corporate identity system to gain wider recognition 
for its expanding distribution network and services. Lippincott € Margulies 
created the program, which features, among other things, a new trademark and 
logotype. The designers established the need for one mark and one logotype 
to strengthen the company’s communications. Explorations for a new mark 
resulted in the adoption of an abstract symbol, which was judged the most 
suitable because it could encompass divergent activities of all departments. The 
mark is a concentric of arrows, three pointing out and three pointing in, 
symbolizing the flow of goods into and out of the company. Since the major 
function is supplying customers, the outward arrows have been designed heavier 
and stronger. The mark will be used in black and grey or in two colors. 
The new logotype places McKesson & Robbins on two lines, in classic letter- 
form, with all capitalized letters in italics to suggest movement. To make the 
logotype unique, the ampersand appears in outline form. Although all of the 
departments and parent company will use only the new mark and logotype, 
each will apply it in various forms of communications, depending on the unique 
functions of the department. Depth studies were made of the functions of 
cach department by Lippincott € Margulies. 





McKESSON 
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A quiz for the symbol-minded 


The well-designed symbols and trademarks pictured here 
were recently created for the organizations listed below. 
Given just a brief description of the organizations, can 
you match each one up with its appropriate symbol? 
Answers to the quiz can be found at bottom of page. 


4 


1. Film Projects, Inc.; film producer. (Designed by 
Joe Caroff, Promotion Design Associates, New York, N.Y.) 


2. Jordan, Sieber & Corbett, Inc.; pharmaceutical ad agency. 
(Designed by Carl Regehr Design, Chicago, Ill.) 


3. Boles-Aero Travel Trailer; air transport firm. 
(Designed by Jerry Braude, Les Angeles, Calif.) 


4. Assured Home Ownership Division of Equitable Life 
Assurance Society of the United States. (Designed 
by Frank Macri, ELAS, New York, N.Y.) 


9. Promedica Research and Development Corporation; 
developers of new medical equipment. 
(Designed by Carl Regehr Design, Chicago, Lil.) 


6. Symbol for anti-depressant drug manufactured by Pfizer 
Labs. (Designed by Stephen Lion, New York, N.Y.) 
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by Sister Elizabeth Marie Brady, I. H. M. 


This article is divided into two main sections, the 
first of which considers the tactile qualities of Gill 
designs, that is, the size, binding, paper and leaf- 
edges. The second section is concerned with the actual 
components of the design patterns and that includes 
title pages, lay-outs, chapter heading, running titles, 
illustrations, type and jackets. The examples used do 
not constitute a survey but provide selective evidence 
to support a few conclusions. 


There is no average size for Gill book designs since 
it varies from book to book. All excepting six of the 
books designed by Gill are less than folio in size, 
are easily handled, being both light and comfortable. 
The six large formats are the Canterbury Tales, 
Troilus and Creseyde, two books of Engravings, The 
Travels and Suffering of Brebeuf and The Four 
Gospels. The purpose of these productions seems to 
eall for the dignity and elegance of the folio editions. 


Bindings The bindings in Gill designs fall into three 
groups: 1) those planned with exquisite taste regard- 
less of the subsequent and necessarily high cost of 
the book, 2) those executed as design complements but 
within the price bracket of the discriminating buyer, 
and 3) those cheap editions for readers who cannot 
afford the nicer binding. Some of these last mentioned 
bindings are in the paperback class but with a unique 
design for the wrapper of each. 


Any of the first type of selected bindings are full- 
bound in the finest of leathers: for example, the vel- 
lum edition of The Canterbury Tales in nigger mo- 
rocco, The Green Ship in green levant morocco, the 
limp black leather of The Temple Shakespeare, the 
lovely hand-tooled edition of An Essay in Typog- 
raphy in Welsh sheepskin, or the Limited Editions 
Club’s Hamlet in golden pigskin and blind-stamped. 


There is a high degree of pleasure attached to hand- 
ling books whose tactile qualities are so keenly refined 
that they create joy by reason of their very texture. 
These bindings enhance the book’s personality and are 
themselves a special setting for each new pattern and 
form. Gill must have been aware of this because none 
of the bindings are ornate, none extreme. His choice 
fell upon the finest quality, the most fitting and the 
simply pleasing bindings. 


One feels the value of these same tactile enhancements 
in the binding designs of the books in the second class 
enumerated. These last combine fine leathers and ex- 
quisitely patterned or subtly pleasing boards in quar- 
ter bindings, so that one’s sense of touch is stimulated 
and the outer loveliness of the book becomes a promise 
of inner beauty. Examples of these are the bindings 
of A Sentimental Journey, Glue and Lacquer and 
Troilus and Creseyde. 


The cheap editions have little to redeem their drab 
cloth bindings save clearly marked titles in beautiful 
lettering and a few interesting printer’s devices. Com- 
paring cover titles from book to book, the legibility 
and incisive beauty of those done in Gill titling are 
evident while the titles on his miscellaneous press 
productions are less well-chosen typographically speak- 
ing. Even the Caslon titles suffer by this comparison, 
perhaps because of their deadly usualness. 


Design on Paper Opening one or all of the Gill book 
designs brings to one an awareness of the paper used 
which results in both a visual and a tactile pleasure. 
Excepting the books for miscellaneous presses, all are 
printed on paper of the finest quality. If not vellum, 
then one of three kinds of handmade paper (Batchelor, 
Basingwerk or Barcham Green, especially water- 
marked) is used. The one exception, An Essay in 


*This article is adapted from the book “Eric Gill: 20th Century Book Designer,” by Sister 
Elizabeth Marie Brady, I.H.M., soon to be published by Scarecrow Press, New York, N. Y. 
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Typography, was printed on Arnold’s and Foster’s 
Pure Rag paper. In effect the first edition of this book 
was not the visual and textural joy of the others 
because the choice of grey was a mistake. It seems to 
swallow the ink and to soften the clear precision of 
the Joanna type. The second edition was much im- 
proved by switching to a soft white. The handmade 
papers on the other hand speak of hidden tensility, 
tastefulness and harmony. The ink bites into them, 
a brilliant figure on a soft tenuous ground. 


A word about the leaf-edges in Gill book designs may 
be a discordant note. This is because wherever the 
edges were left uneut, as in Id Quod, The Song of the 
Soul and Art Nonsense the natural edges of the paper 
which in the thirties may have been pleasing are today 
so ingrained with dust that they are not pleasant to 
touch. Even when the top edges are cut the other edges 
often are not. 


Christopher Sandford in “The Aestheties of the Illus- 
trated Book” says: “A book cannot be beautiful if one 
of its features is ugly, nor indeed if one is out of har- 
mony, out of tune, in the wrong key.” This harmony, 
Gill believed, began with the paper. “Paper is to the 
printer as stone is to the sculptor, one of the raw 
materials of his trade .. .” This is logical because on 
the printing surface depends the crispness of line 
necessary for fine typography and for fine wood 
engravings. Paper itself is a source of good design. 












Title pages Gill uses the title page as a statement of 
design, as a sort of prologue to the over-all pattern 
of layouts. The series of title pages combining title 
with the table of contents is a simple, functional and 
radiantly clear preamble for the pages to come which 
are also simple, functional and vitally alive. 


Many of the Gill title pages are unique wood engrav- 
ings, for example, The Travels and Sufferings of 
Brebeuf, which utilizes the fact that in a book two 
facing pages become one unit of visual experience. 
Here, Gill by means of multiple blocks successfully 
uses the double-page spread as a title page. Occasional- 
ly Gill uses the special emphasis (+) mark in lay-out, 
or a hanging indenture form for paragraphing as fresh 
and quite pleasing design props. 


The over-all layout of each book has a structural 
organization that actually integrates the whole into 
one harmonious design from the most simply patterned 
paper-back to the most complex. The Unholy Trinity 
is an example of the first type and The Four Gospels 
of the last. Kepes in The Language of Vision says that 
structural order is living space and that printing is 
living or dead depending upon the organization of 
its blank spaces. Gill, in his layout designs, takes 
the contemporary qualities of precision, simplicity 
and forcefulnes and adds that “rhythmic organization 
that becomes spatial progression.” 








ORASMUCH AS MANY HAVE TAKEN IN HAND 
TO SET FORTH IN ORDER A DECLARATION OF 
THOSE THINGS WHICH ARE MOST SURELY BE- 
LIEVED AMONG US, EVEN AS THEY DELIVERED 
them unto us, which from the beginning were eyewitnesses, 
and ministers of the word; It seemed good to me also, having 
had perfect understanding of all things from the very first, 

to write unto thee in order, most excellent Theophilus, That 
thou mightest know the certainty of those things, wherein 
thou hast been instructed. 


DAYS OF 
2” HEROD, 


THE KING OF JUDAA, A CERTAIN 
PRIEST NAMED ZACHARIAS, OF THE COURSE OF 
ABIA: AND HIS WIFE WAS OF THE DAUGHTERS OF 
Aaron, and her name was Elisabeth. And they were both 
shteous before God, walking in all the commandments and 
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Illustration, the printer’s flower. It is very difficult in 
most of the Gill book designs to consider the illustra- 
tions apart from the book design as a whole because 
even Gill himself regarded them “as a kind of printer’s 
flower.” In the design of The Canterbury Tales the 
illustrations control the text as do those of The Four 
Gospels. In fact, wherever Gill uses illustration, it 
grows from the text, and the printmaker and the 
typographer are one in the same man whose unity of 
purpose, materials, and design brings about a definite 
impact, one created by the unusual relation between 
text and picture. Not many of his engravings are units 
in themselves as is evident in either book of Engrav- 
ings which separate the illustrations from the text 
in a kind of eatalog. One sees that the patterns of 
which they are a part, which they balance or comple- 
ment are necessary to their perfect accomplishment. 


Many have ealled the Gill illustrations “stylized,” 
but this is not the result of a deliberate adaptation 
of form to a particular style; it is the intense purpose 
of the artist restrained by interpretation to be im- 
personal. Gill makes this quite clear in his Essays, 
Letters, and Autobiography. Note the illustration for 
The Aldine Bible. The Passion of Perpetua and 
Felicity, The Holy Sonnets. 


Typography Most book designers must build patterns 


with type which they have chosen from a more or less 
limited supply of available faces. Gill designed with 


ART-NONSENSE 
AND OTHER ESSAYS 
BY ERIC GILL 





LONDON 
CASSELL & CO., LTD. & FRANCIS WALTERSON 


1929 


Some examples of Eric Gill book designs. 
(Facing page) The Visitation, “The Four 
Gospels,” Golden Cockerel Press. (Above) 
Title page, “Art Nonsense,” Cassell and 
Company Ltd. (Right) The Reeves Tale, “The 
Canterbury Tales,” Golden Cockerel Press. 





types that he himself created in some cases for a 
particular book, in some for a particular press and 
always with a definite approach in mind. It remains 
but to examine his type in the light of the over-all 
pattern of his book designs. Is it legible? Is it allu- 
sive? Is it beautiful ? 


” 


‘“‘T firmly believe,” says Fred Goudy, an American 
authority on typography in his book Typologia: “that 
the best type for our use must ever be letter-forms 
based on the shape fixed by tradition, fresh expressions 
into which new life and vigor have been infused, creat- 
ing new types which are charaeterized by severe 
restraint and which exhibit the poise and reposeful 
quality that are always pleasing.” It is interesting to 
note that since Gill’s death all save one of the types 
which had not then been cut by Monotype have been 
converted for machine press use. 


The Penrose’s Annual for 1959 carries an article by 
Paul Beaujon entitled “The Diuturnity of Erie Gill” 
that remarks: “What a deep satisfaction he would 
have derived from the knowledge that some of his 
types had become part of the texture of English life.” 


To conelude this analysis, the book jackets designed 
by Gill were examples of good advertising technique: 
simple, functional, and clear. Occasionally they were 
dramatic; most often they were exciting; always they 
were well designed. Gill considered the definite pur- 
pose of each carefully adapting his forms to this end. 


Forevery clerk anon right heeld with other. 
They seyde, ‘the man is wood, my leve brother’ ; 
Andevery wight gan laughen of this stryf. 
Thus swyved was the carpenteres wyf, 
Foral hiskeping and his lalousye; 

And Absolon hath kist hir nether ye; 

And Nicholas is scalded in the toute. 

This tale isdoon, and God save al the route | 















HAN folk had laughen at this nyce cas 

Of Absolonand hende Nicholas, 

Diverse folk diversely they seyde; 

But, forthe more part, they lougheand pleyde, 
Neat thistale I saugh no man him greve, 

But it were only Osewold the Reve, 
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This young agency 
believes it’s immoral to 


bore the public 
with dull advertising 





























“We can’t do a bad ad!” So says George Lois, art 
director of Papert, Keonig, Lois, Inc. One only has 
to go to the agency’s accounting department to find 
that a growing number of clients apparently agree 
with this rather bold statement. Since they began 18 
months ago, billing has grown from $150,000 to over 
$11 million; staff from seven to 70 and accounts from 
one to 19. Although these figures would indicate that 
Lois may very well be right, they are not in themselves 
proof that the agency “can’t do a bad ad.” According 
to Lois, further testimony to his statement can be 
found in three areas: the quality of its personnel, 
their creative approach, and the kind of clients that 
permit this creative approach. 

Who are the people responsible for the success of this 
voung agency and what are their backgrounds? Just 
before they started their own agency George Lois and 
Julian Koenig worked together as art director and 
copywriter at Doyle Dane Bernbach, Ine. During that 
year, Lois received three gold medals and one distine- 
tive merit in the Art Directors Club show for his 
work at Doyle Dane. Among Koenig’s copy achieve- 
ments was the Volkswagen “Think Small” ad cam- 
paign. Frederie Papert had written copy for a num- 
ber of major accounts at Young & Rubicam and Foote, 
Cone, Belding. At Kenyon & Eckhardt he was creative 
supervisor on Pepsi-Cola. The three joined forces as 
top creative talent but, in forming the foundation of 
their agency, they realized that as creative people they 
would be susceptible to the criticism of “all sail and 
no rudder.” They needed concrete strength in the 
areas of media, marketing, production and business. 
These strengths were realized by hiring the best of 
the people around to supplement them. 

As marketing specialist, they called in Norman Gru- 
lich. Ife was at the time executive vice president at 
Benton & Bowles and account supervisor on the Proc- 
ter & Gamble account. Their media supervisor is Wil- 
liam Murphey who was previously media director on 
General Foods at Benton & Bowles. Production is 
handled by Ed Rohan, formerly with the Kudner 
agency. All of these people were by reputation among 
the best around. All are young (ages ranging from the 
late 20’s to mid 30’s) and have the common desire to 
form an agency where people can work with integrity. 
Lois explains, “We can’t do a bad ad merely because 
we’re the kind of people who plainly couldn’t survive 
unless we were satisfied with the quality of what we 
were doing.” 

Informal ercative approach The quality of personnel 
(Text continued on page 49) 












You don't have a cold! 
I dode hab a code? 
You have an allergy! 


Ihab an allergee? 
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Art director George Lois contemplates a new problem in front of past ad successe 
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“You sweet doll, | appreciate you. I’ve got taste. “Who was that tomato 
I’ll bring out your inner orange. I'll make you famous. I saw you with last week?” 
Roll over here and kiss me.” 
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Wolfschmidt Vodka has the touch of taste that marks genuine old world vodka. Wolfschmidt in a Screwdriver is an orange in ecstasy. 
Wolfschmidt brings out the best in every drink. GENERAL WINE AND SPIRITS CO., NEW YORK 22. MADE FROM GRAIN, 80 OR 100 PROOF, PRODUCT OF U.S.A. 








First you thought small, Now think a little bigger. 


PEUGEOT 403 


& eapecee™ “1 like you, Wolfschmidt, 
v Enune oor" 


Nace . 


You've got taste. 





A brilliant integration of copy and 

art carry directly and simply 

these clever ideas for advertising of highly 
competitive products such as 

liquor and autos. (Below) A new approach 
enters pharmaceutical advertising. 
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Three fields receive unusual ad treatment. 
Copy that is both audio an me sual 

for Ronsen (above) and offbeat (ri oh of} 
(Facing page) Coldene also speaks for itself. 
Visual impact and humor RONSON 


are combined in “Hang P. T. Barnum” for Granada TV. =” 


John, 
thal 
Billy 


coughing? 


Coldene. 
























Hang PT. Barnum 





So we did. A print of P. -" a hangs i in every office at Granada. It reminds us that however much public 
spirit, or ht ificance” our programmes may have, they must have showmanship, too 

After all, there must el be more intriguing ways of doing things. “This way to the Egress” said Barnum, in- 
stead of merely saying Exit. Very effective. So when in doubt, we lift our eyes to P.T. Barnum, there on the wall, 
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Continued from page 44 


is of great importance to the success of an agency but 
does not in itself preclude bad advertising. It is the 
climate in which these people are allowed to function 
that is the barometer to what is produced. Every 
business or individual in the creative field has a phi- 
losophy or ‘creative approach that is a particular means 
to an end. Some are elaborate credos, others are sim- 
ple beliefs. According to Lois, there is no formal phi- 
losophy at his agency. He says, “We don’t philoso- 
phize. We study the product and then sit down and 
do ads without a lot of talk.” 

Another strong belief prevails at the ageney . . . the 
belief that it is downright immoral to put dull and 
boring advertising before the public. They believe 
that the public appreciates intelligent advertising 
more than many agencies realize. Regarding their 
yardstick for what constitutes dull and boring adver- 
tising, Lois says, “We measure this with our own 
wood taste. If an idea is good and right we react to 
it ourselves. We think we have an intuitive sense of 
the common human denominator in both the working 
man and the upper class intellectual. Basically both 
will react to the same thing if the idea is simple and 
intelligently set down.” 

To set down ideas intelligently and simply is part of 
an art director’s job. Can the techniques in visual form 
used at Papert, Koenig, Lois be defined? Once again 
there is no formula. “Ideas demand to be laid down 
in a certain way,” explains Lois. “TI think building an 
ad is much like building a house. The final result is a 
product of the owner’s taste. You need basic graphic 
knowledge and then you must use your own good taste 
to see that your idea is portrayed as beautifully and 
perfectly as possible.” 

Many of the agency’s ads are noticeable for their out- 
standing photography. Lois believes that the relation- 
ship between the art director and photographer is 
vital to achieve the most effective pictures. “First of 
all,” he says, “the art director must have exactly what 
he wants clearly in mind. Too many art directors give 






































Dansk stainiess (ot chown. Udy 
The visual forms tell the 


tale with the barest, but most accurate, 

copy lines for Evan Picone. (Above) For the same 
reason Dansk is memorable. 

(Facing page) There is no doubt what 

these stockings do. 





Women curve, men don’t: everyone knows that. But everyone doesn t atlow for it. You see too many man tailored 
clothes cut as if women had fiat hips like men. Too many women’s skin beht pants are stretched to fit, not cut 
40 fit. Now consider these “Silhouette Pants” of Evan-Picone. See how they hug the figure, but are never tight 
Hips can move. Legs bend (not bind). And the taper is devastating. Altogether the best looking thing since Eve 
Or Jane. in a gresthearted British flannel, biack or medium grey. 8 to 18. At Lord & Taylor, all stores $16.95 
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Round-the-Clock stocking 


fit better at the ankle 


a photographer a vague idea of what they want and 
expect him to come up with something. This is not 
his job, nor what he does best. His talent is to make a 
beautiful photograph of what you want.” 

Smart clients Quality personnel, and a creative ap- 
proach which allows them to function, represent two- 
thirds of the good advertising prescription for Papert, 
Koenig, Lois. The third ingredient which the agency 
credits for its success is their clients. “We have smart 
clients,” says Lois. He explains that they are people 
who allow them to function as an agency. Clients 
who aren’t afraid and who respond to the work they 
do and who often offer inspiration. There aren’t many 
clients who would have responded to the Coldene ad 
of a completely black page with two small blocks of 
copy in reverse, or the Ronson “Big Daddy” series, 


or to the tomato who talks to Wolfschmidt. ‘“We’ve 
actually turned down elients because we didn’t feel 
they really wanted the kind of work we do,” says Lois. 
“Tt’s too easy to become conservative and bow before 
the man who pays the bill. One way we save our- 
selves from this is by asking, are we in business to 
make money or to create good ads? Luckily, none of 
us could sleep at night unless we felt we were doing 
good work.” 

Lois contends that there are lots of good clients around 
just waiting to be found ... more good clients than 
there are agencies working for them. Although the 
client list at Papert, Koenig, Lois is already impres- 
sive, it seems highly possible that, if there is any un- 
discovered client talent around, this is the group that 
will probably find them. 
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What is the something that puts one designer a cut above the 
rest, when on the surface it appears that his talents are much the 


same as others’? 


The answer to this question may be found in 
his need to experiment. Such need originates with such things 
as: dissatisfaction with the past efforts of others, fascination for 
rearranging existing design elements to achieve new effects and, 
a curiosity for possible new elements that can be used to make 


designs more exciting. 


One designer who is seldom totally satisfied with the visual 
world exactly as it is is Martin Rosenzweig. His fresh ideas and 
concepts have evolved from experiments with graphies, photog- 
raphy, illustration and three-dimensional forms. 


Presently a consultant in graphic and exhibition design, Rosen- 
zweig was art director at Coronet and, for three years at Indus- 
trial Design magazine. He worked with Herbert Bayer on the 


graphic World Atlas for Container Corporation and was associ- 


i ; : ce tne Martin Rosenzwei. 
ated with Morton Goldsholl and Monogram studio. His free- ~“'” “°" od 


lance assignments include work for Columbia Records, Container 
Corporation, NBC, World Bank and Dyer-Bennet Records. Along 
with Harold Krisel he created Fantasyland, a fanciful child’s 
playground, for Alcoa’s Forecast series. The playground com- 
bines unusual design concepts into an imaginative variety of 
tactile, visual, sound and play experiences to answer a child’s 
persistent, “There’s nothing to do.” 


Here, for ideas and inspiration, are some experiments from the 
designer’s portfolio . . . a collection cf answers to the ery “There’s 
nothing to do.” 











HOVEN PIANO SONATAS 


1B LATEINER 


ard Dyer-Bennet 


Richard Dyer-Bennet 


(Above left) Record album covers. 

add drama to Beethoven album. The Dyer-Bennet albums are distin- 
guished from competing albums by an unusual use of graphies. 
(Above right) A multiple exposure photogram. (Below) A _ photo- 
design of a neon sign, Lines of light simulate the nature of spaghetti. 


Designer uses a photogram to 



































Showing a collection of outstanding designs for the future of aluminum is 

this childrens playground called “Fantasyland.” Designed by Rosenzweig and Krisel, 

the playground combines the latest technology with advanced design concepts and applies them 
to the task of creatively meeting children’s play needs. 

(Shown top left to right) “Stepping Stones,” a world of safely negotiable 

hills and valleys. Climbing Rings, designed to encourage kids to move diagonally. 

(Bottom left to right) The Alumophone, an immense xylophone with gaily colored vertical 


sounding bars. Tactile Hopscotch employs panels of textured aluminum. 
This game is played without shoes. 
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CONTAINER CORPORATION OF AmERICa “5, 


INDUSTRIAL DESIGN 


(Top left) Ad design for Container Corporation of America. 
Photos were taken at Jones Beach in the tunnel to 

achieve a silhouette effect. Figures are tied together 

with color which also suggests the fabric theme of the ad. 
(Left) A magazine cover made entirely of graphics. 

(Above right) This Christmas card experiments 

with the uses and effects of materials. The word “Noel”, 

in fluorescent ink shows through, and is distinguished 

from, the dot pattern of flat inks which appear on 

an acetate. Final result is shown on top. 










































































BANK 
CHECKS with character 


Francis Blod Assoctates’ identification programs for banks 


“Why not good-looking checks ” This question was posed by Paul 
A. Bennett in a print article in 1941. A few years later, a New 
York designer, Fran Blod, asked the same question while scanning 
a group of characterless checks received by his wife’s sorority. 
Blod’s imagination was further sparked while looking at a friend’s 
stamp collection. Here were many interesting and individual de- 
signs ...no two alike and all memorable. 


“If it can be done with stamps,” he thought, “why not with checks 
which are, in facet, a bank’s most important calling card?” Tis 
thoughts on this matter were strengthened when he read a speech 
by Alexander Adams, vice president of the Mellon Bank. Adams 
brought out the fact that banking was becoming aware of the need 


for and importance of a marketing approach. He said “. . . T will 
venture to predict that these changes will be .. . a wide-scale 
adaptation of present-day marketing techniques .. . market and 


motivation research, advertising, sales training and produce! cevel- 
opment. Briefly stated, their aims are these: to find out what the 
customer wants, to develop it for him, and then to let him know 
you have it for sale. With these objectives is coupled an awareness 
of the impact and potential of each marketing step on the economy 
of the business.” 


With this encouragement, all the designer neded was the final door 
to open. Ile knew it would be difficult, if not impossible, to persuade 
an industry like banking to do something drastic with anything as 
sacred as their checks. His opportunity came, however, when the 
IBA instituted a new electronic processing for checks. This made 
it imperative that all banks make modifications on their checks 
which, in turn, made it an ideal time for Blod to begin introducing 


his concept of new check designs for banks. 


IIe set his design staff to work on checks that would create a dis- 
tinctive visual identity for banks. THis most publicized innovation 
has been the introduction of what can hardly be described as tradi- 
tional banking colors. Checks for Citizens & Southern Bank of At- 
lanta, for example, come in five pastel shades, including pink, with 
check book covers that are styled in matching colors and patterns. 


For the Georgia bank, his first client in the field, Francis Blod 
developed a logotype, traditional in feeling and reminiscent of the 
flowing banker’s script used in Colonial times. To give the check 
design a contemporary and functional treatment, the working area 
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Reorganization and intelligent use of borders simplified this hourly payroll check. In addition, it becomes part of an overall image. 
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One of several preliminary prototypes to show check design possibilitics, 
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of date and amount was highlighted by using a white panel against 
a pastel background to achieve an illusion of depth. The pastel 
shade across the bottom of the check also served to integrate the 
new magnetic code number, while a silhouette of the State of Georgia 
reinforced the community identity of the C & S check. 


Blod-designed checks, newly introduced at the Valley National 
Bank of Arizona, come in desert tones of copper, turquoise, cactus, 
canyon, and palomino, which the design staff chose from landscape 
colors seen in the surrounding locale. The new Valley National logo- 
type and the space on the check for the customer’s printed name 
and signature are set off in white against these various shades. 


Special design attention to the personalization of the consumer 
check has been one of the features of the new designs Francis Blod 
has brought to the banking field. From a functional aspect, his cli- 
ents report, the new checks are easier to read, to fill out, and to 
process, and when carried in their pocket-size covers, make a dis- 


tinetive fashion accessory. 





The acceptance by banks of modern marketing concepts still has a 
long way to go. It has been said that in this respect banks are 
where supermarkets were in 1936-37. It is clearly an opportunity 
for design and designers to convince banks that they can and must 
depend on more than the traffic cop to attract people and potential 
eustomers into their banks. 
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PRINTED IN ARIZONA 


Valley National Bank check used two color printing before redesign (below) which uses one color on white. 
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paper & design 


Recently in PRINT’s Fourth Annual Paper issue we ran a section called 
Paper Aids and Opportunities. The section contained information on the 
vast amount of aids available to designers from paper companics. The 
reader response to this particular subject was indeed overwhelming. It ts 
clearer than ever that the designer has great need to know more about one 
of his valuable design tools, namely paper. For this reason we are devoting 
this issue’s regular feature “paper and design” to paper aids available to 
designers. Included are booklets on subjects of interest to designers, printed 
specimens, sample books, all of current interest. For further information 
on any of these items please fill out the card on the facing page and mail. 
We will see that your requests are forwarded. 


“GOOD DUMMIES Save Time and 
Money” is the title of a booklet con- 
taining down-to-earth suggestions 
about easy, economical procedures in 
the preparation of dummies for all 
printed collateral material. The com- 
pany has also prepared a_ booklet 
called “Pasting Up Camera Copy” 
which contains timely tips about the 
preparation of finished artwork for 
the camera that can save time and 
money and_ expedite production. 
Northwest (P-1). 


THE ART OF WATERMARKING is 
a brochure which explains the history 
of personalizing paper with ones own 
mark during a stage of production 
when the paper is approximately 90% 
water and 10% fibers of a high cotton 
content. The booklet includes marks 
from 1300 A.D. on. Whiting-Plover 
(P-2). 


COLOR SAMPLER Designed to assist 
the designer in the selection of paper 
best suited to meet his printing re- 
quirement, this paper sampler has 
some special features: four conven- 
ient tear-out sections for each sam- 
ple; all cover weight samples include 
type styles, screen, and half tones in 
order to demonstrate the printability 
of papers; a wide range of papers are 
shown and are arranged in eolor 
sequence for simplified selection and 
easy reference. As a further detail 
on the use of colored paper and color 
printing techniques the company has 
also prepared findings from their 
studies of color. Linweave (P-3). 


EDL GIS AME LIL PETE EE 
MULTI-COLOR with two impressions 


or two colors with one impression can 
be achieved by using “Esopus Tint” 
papers. The coated papers are avail- 
able in green, canary, goldenrod, blue, 
india, ivory, pink or peach. The paper 
is one color and, if printed with two 
different inks that give intermediate 
tones and together make a good toned- 
black, the result is four colors plus 
the intermediate tones. In addition 
the inks themselves gain beauty of 
eolor and depth of quality. Samples 
of other lines also available. Cantine 


(P-4). 
CLE T A ATMDR ELEN ACRE IN 8 


“HOW TO DRIVE A PRINTER 
CRAZY (and make him love you for 
it)” is the title of the torture test 
brochure which demonstrates print- 
ability of the Penn/Brite offset sheet 
in a meaningful way in that in it are 
conquered a number of lithographic 
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impossibilities. This is available as an 
aid to designers along with the Penn/ 
Brite Offset Swatch book and infor- 
mation on Penn/Brite Gloss Coated 
Letterpress paper. New York and 
Penn (P-5). 





eee sR MRR a i + 
A RAINBOW OF COLORS are con- 


tained in sample booklets of Pine 
Tree Cover and Text. This paper fea- 
tures cloud-like designs of color which 
float through the paper giving the de- 
signer the dividend of both color and 


design. Arthur Schroeder (P-6). 


THE GRAPE CLUSTER WATER- 
MARK used on much of the paper in 
the 15th century Gutenberg Bible is 
featured in the design of a new pri- 
vate watermark portfolio. The water- 
mark appears on the portfolio cover 


iy 


with an exact reproduction of the 
type from the Bible, the first printed 
from movable type. Inside the folder 
are samples of run-of-the-machine 
watermarks reproduced in all grades 
of the company’s cotton fiber business 
papers. Wire marks, shaded marks 
and random and localized marks are 
shown. The folder points out the 
advantages of the special watermark 
as a subtle indication of prestige and 
an important refinement of the well- 
planned corporate look. Kimberly- 
Clark (P-7). 


A NEW BOOK presents samples of 
Falpaco coated cover bristol, coated 
two sides and created for offset print- 
ing. Samples are demonstrated in 
three weights. The book also shows 
the cover’s receptivity to colored ink 
and liquid laminate (as well as lae- 
quer and varnish), its bright white- 
ness and strength, together with 
printing, folding and die-cutting prop- 
erties. Size and packing information 


also appear. Falulah (P-8). 
SOS et ARE NT ES! 


A LETTERHEAD PORTFOLIO pro- 
duced under the direction of Melvin 
Loos of the Columbia University 
Press printing office, contains a eol- 
lection of 10 letterheads on a variety 
of bond and writing papers. These 
letterheads were develeped to give 
adaptable suggestions for good letter- 
head design. In addition to the papers 
shown, they provide stimulating ideas 
for layout, color, and typographical 
treatment. The portfolio itself and a 
sheet describing the letterheads was 
the work of Freeman Craw of Tri- 
Arts Press, Inc. and the actual letter 
designs by Ray Komai of Architee- 
tural Forum, Rene Bittel of Sudler 
& Hennessy, Bert Clarke of Clarke 
& Way Printers, and Daniel Shapiro, 
a graphie designer at Bennington Col- 
lege. Strathmore (P-9). 


SE RRR A A EA RI aE PPE 
LIGHTWEIGHT OPACITY charac- 


izes a folder of commercial specimens 
showing Waylite papers at work. It 
contains a variety of actual printed 
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The Thinker 

by Auguste Rodin 

at the Rodin Museum 
in Paris 








THE CREATIVE MAN /Number 3 in a series 
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samples of the printing papers which 
are characterized by being lightweight 
with opacity. Further information on 
the line available from Ecusta (P-10). 


ENVELOPES—their use and power 
in Direct Advertising is the subject 
of an 8144 by 11 booklet. In 24 pages 
are useful ideas for the efficient use 
of envelopes for direct mail or mail 
order operation. Since it is the en- 
velope that creates the first impres- 
sion, the correct style, shape, color 
and printing copy can greatly affect 
the returns received from any type 
of mailing. The booklet contains in- 
formation and ideas that have been 
tried and proved effective in direct 
mail. United States Envelope (P-11). 





RICH COLOR AND UNUSUAL 
TEXTURE give a special impressive- 
ness to any design reproduced on 
Potomae Velour. The entire effect of 
a design is often dependent upon the 





elegant feel of this paper. Sample 
books and information on this luxuri- 
ous cover sheet are available. Mead 
(P-12). 


GUIDE TO CUT SIZES A 12-page 
listing of eut size papers has been 
produced for the designer. The book- 
let, entitled “Guide to Howard-Made 
Cut Size Paper,’ shows 24 different 
grades of paper with descriptions of 
the various lines. Howard, Division 
of St. Regis (P-13). 


ENVELOPES produced from Sno- 
weave Text now come in Fluorescent 
White and a choice of five “creative 
colors.” The new envelopes will be 
stocked by the converter in six sizes. 
Samples are available. Peninsular 
(P-14). 


LABEL PAPERS Printed sample 
book of “On-the-level” water-moisten- 
able label papers contains 16 pages 
of label paper in swatches, plus man- 
ufacturers’ information, shipping 
tolerances, ete. Paper and adhesive 
react to atmospheric conditions by 
contracting and expanding at same 
rate producing built-in non-eurl char- 
acteristics. Nashua Corporation 
(P-15). 


AN OFFSET DEMONSTRATION 
booklet entilted “Versatile” contains 
a complete range of 11 offset colors 
and also a complete line of white off- 
set. Papers are in both regular and 
fancy finishes of vellum, finesse, hand- 
made, ripple, and linen. Each color 
sheet in the swatch is printed in a 
contrasting or harmonizing color 
along with black ink and on each 
color swatch is also listed a suggested 
harmonizing and contrasting color. 


Nekoosa-Edwards (P-16). 
ARR NRE A! EET RI IE: 


COMPLETE FACTS needed by print- 


ing buyers are available in sample 
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booklets on eight different lines of 
Rising papers: Rising Parchment, 
Bond and Opaque Bond, Line Marque, 
Winsted Glo-Brite (Vellum, Bristol, 
Text and Cover), Winsted Wedding 
and Bristol, Platinum Paper and 
Bristol, No. 1 Index, Winsted Thin- 
Plate Bristol. Full details concern- 
ing sheet sizes, weights, finishes, grain 
direction and colors are printed on 
the back covers. Samples of matching 
envelopes, where they are available, 


are ineluded. Rising (P-17). 
oo ih Nee: 


A BROCHURE on “Your Own Pri- 
vate Watermark” contains informa- 
tion and examples on the types of 
business that use watermarks. Custo- 
mark Div. of Fox River (P-18). 


A DEMONSTRATION of the versa- 
tility of colored paper with ideas that 
should help to make the printed piece 
a more effective selling tool is avail- 
able on request. Also available as an 
aid to designers is a survey on the 
use of optical brighteners in corpo- 
rate annual reports, showing a defi- 
nite trend toward whiter, brighter 
paper. American Cyanamid Dyes 
(P-19). 


A GUIDE FOR SELECTING PRINT- 
ING PAPERS contains information 
on their manufacture and demon- 
strates a variety of papers for the 
printing of types and line engravings. 
Along with each demonstration is 
complete information on the charac- 
teristics of the paper that make it 
particularly suitable for the particu- 
lar kind of reproduction shown. Book- 
let also contains information and 
demonstrations on English finish and 
pigmented papers, machine coated 
papers, double coated papers, and 
four distinguished papers. In the 
back of the booklet are technical facts 
that influence quality and finally a list 
of the company’s merchants. 8S. D. 
Warren (P-20). 


NEW SAMPLES of a complete line 
of Index Bristol printing papers ean 
be seen in a newly printed booklet. 
The booklet features the new “snow” 
white, the new “eye ease” buff and 
the five colors that are available in 
standard sheet sizes and the three 
weights of this line. Wausau (P-21). 


SEAR Ue: a aan 
PRINTED SPECIMENS of four lines 


of International Paper are available 
to designers in handy 81% by 11 inch 
form. The lines are: Springhill vellum 
bristol, coated cover-bristol, a latex 
saturated coated paper ealled triflex 
and Saratoga coated book. The printed 
specimens give complete information 
on the paper lines and demonstrate 
their printability. International (P-22). 


SIX ATTRACTIVE COLORS have 
been added to the Standard Offset 
line of fine printing papers. These 
papers have been given a smooth 
finish rather than the traditional vel- 
lum finish of many offset papers. To 
show these papers a new sample book 
has been produced. It is plastic bound, 
has divider papers, and is interesting- 
ly printed in three colors with a 
design that carries out the Civil War 
Centennial theme used in their bi- 














THE NEW ECONOMY 


FOR LETTERPRESS 


HI-ARTS 
ASHOKAN 
M-C FOLDING BOOK 
M-C FOLDING COVER 
ZENA 
VELVETONE DULL 
ESOPUS TINTS 
ESOPUS TINTS COVER- 
BRISTOL 
ESOPUS POSTCARD 
SOFTONE 


With Esopus Tints, one-color printing shows two colors. Two-color 
process (like this specimen—where both inks blend to form a “toned” 
black) shows four colors and more—the paper itself, the two inks, 
the black, and intermediate tones. Three- or more-color printing on 
Esopus is proportionately richer and more attractive, without added 
cost. 


3y no means does 2-color process on Esopus take the place of 4-color 

printing on Cantine’s white coated papers; but it does fill a great need 
in extending the market for effective color printing at a saving of 
time and money. 


This insert produced by 2-color process on Cantine’s Esopus 
Text Pink 25x38-80. Sold by leading merchants every- 
where. Made by THE MARTIN CANTINE Co., Saugerties, N.Y. 


by Sarra, New York. 


IN COLOR 


FOR OFFSET 


HI-ARTS LITHO C.1S. 
ZENAGLOSS OFFSET C.2S. 
ZENAGLOSS COVER C.2S. 

LITHOGLOSS C.1S. 

CATSKILL LITHO C.1S. 
CATSKILL OFFSET C.2S. 
ESOPUS POSTCARD C.2S. 

ESOPUS TINTS 
ESOPUS TINTS COVER- 
BRISTOL 
VELVETONE DULL C.2S. 


by Pictura, New York. 
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'  ESOPus TINTS—Green 
ESOPUS TINTS—India 
ESOPUS TINTS—Goldenrod 
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Produced by offset 






Basis 25 x 3879 E 





Basis 25 x 38—g0 





Basis 25 x 38—g0 ‘ 






Basis 25 x 38—70 












Basis 25 x 3899 
Basis 25 x 38—79 
Basis 20 x 16a 
Basis 20 x 26—80 
Basis 20 2%..ia 
Basis 20 x 26—g0 
Basis 20 x 6a 
Basis 20 y 26-ap 





USE YOUR 


Cantine’s Coated Papers, white 
are quickly available from merchants’ stoc 
are quickly filled. Cantine’s are unsurpassed in quality, 
and economy because of modern facilities 
in coating. Use your Cantine sample books. 
write: THE MARTIN CANTINE COMPANY, Saugerties, N. Y. 


wl} ensrer cones ESOPUS TINTS 


So esas ie SER AN AN AAA TE ERR ORO 


anune SAMPLE BOOKS 


TEXT: Green, Canary, Blue, India, 
COVER BRISTOL: Green, Canary, Blue, India, Pink, Peach. 









and colored, for letterpress and offset, 
ks. Special making orders 
dependability 
and 73 years of experience 
Ask your merchant, or 


Pink, Goldenrod, Ivory, Peach. 
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monthly brochures. Standard Paper 
Mfg. Co. (P-23). 


SAMPLE BOOK KIT A boxed kit 
containing five sample books has just 
been completed. It is available to 
designers and production people. It 
contains a wide selection of bond, 
onion skin, erasable and opaque pa- 


A NEWLY DESIGNED series of 
swatch books features Oxford’s spee- 
trum line of coated letterpress and 
offset papers produced on the North 
Star Coater by the trailing blade 
process. The books contain samples 
demonstrating the printing qualities 
of the individual grades, as well as 
complete specifications for use and 


ordering. Oxford (P-25). 
Eee eR 


DESIGN AND COLORED PAPER is 
the title of a series of brochures pro- 
duced by Du Pont’s Dyes and Chemi- 
sals Division over the past three 
years as a service to designers. The 
new brochure #5 takes the form of 
a series of six press sheets printed in 
four-color offset on different types of 
stock. Each 17 x 22 inch sheet con- 


“ee 


ESPs: 


“* 


oe ae 
@* 


tains 15 different subjects. Selecting 
the best of previously used designs, 


the portfolio encompasses every type 
of graphie technique from photos to 
art to type. On the sheets are found, 
among other elements, both delicate 
and bold art treatments, serif and 
sans serif type, calligraphy, high and 
low key photographs, line engravings, 
a block print, and a variety of over- 
printing techniques. The printing is 
exactly the same on each sheet so 
that the color of the paper is the only 
variable. A key identifies the contents 
of each sheet. Du Pont (P-26). 


BELL RINGER is the title of a series 
of direct mail adaptations of printed 
advertising inserts featuring new 
techniques, such as double-dot half- 
tones, double-dot duotones, two black 
impressions. Also available is a paper 
sample kit printed by use of the 
double-dot gray and double-dot black 
technique, which gives the effect of 
gravure. The cover design is a photo- 
graph of the actual type in locked 
form, with the inside front cover 
showing the printed impressions of 
the type. Westvaco (P-27). 








letterhead design 


Sazaa: Cheises 13fa Kings Roed London SWS 


BAZAAR omer 


BRITISH FASHION AVANT GARDE 

Bazaar is a highly fashionable ladies clothing shop in London. High fashion designs character- 
ize the clothing, the store itself, and thus the letterhead which was designed by London designer 
lan Bradbory. To keep in the modern theme, Bradbery used strong and bright colors for the 
store’s stationcry. Colors are various shades of green, aqua, brown, black and grey. Letterhead 
and all other printed matter are designed simply, with a rigid organization of the elements. 


FIT FOR A FILE 

In the design of their own letterhead, New Jersey designers Schnur Appel considered a fact often 
overlooked. They thought of the file cabinet as the place where letterheads eventually go. The file 
folder is wider than deep which means that to fit it, a letterhead has to be placed sideways. So, 
Schnur Appel designed their letterhead to visually accommodaic the file folder. It appears right 
side up in that position. Logo is on the left, printed in red, green and grey. 
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TOU'RE | .'. 


attending the opera, 
a concert, the theater, 
a jazz festival 


examining old china, 
handmade fabric, rare gems, 
precious metals 


comparing first editions, 
original paintings, Etruscan sculptures, 
antique furniture 


and for those who know 
and recognize quality there’s 
no need to speak. 


Throughout your life you’ve formu- 

lated a sense of values—dynamic 

values, static values—which 

help you discern between satisfactory, A fo +k TS 

good and excellent—products, 400 py 
people, politics, paper. Bi ne 
In order to perceive the finest, 

one must compare. By comparison, 

a single, outstanding example will rise head and shoulders above the 

rest. Its superiority and quality will be self-evident—a memorable 

experience. Discussion would only be superfluous. 


Shhh. Let Plover Fine Weave speak for itself. 


A final word Plover Fine Weave is not mass produced; rather, it is carefull; 
for people who demand superior quality. Examine it closely. Feel it. — 
any way you look at it, Plover Fine Weave makes a beautiful and lasting impr 


The four original letterheads presented here for your examination ar 
printers and the dedicated papermakers who produced 
Each has the unmistakable, permanent beauty 

instantly appreciated by people of good taste 
a Where quality is the word but need not 


WHITING 


eo 
ae 


. WHITEHALL 48-7199 
norm 
fe) 


a 
VENUE, cHicase 3 


is carefully crafted 
. Feel it. Write, type or print on it— 
sting impression. 


ination are the result of creative artists, exacting 
) produced this Plover Fine Weave. 

nt beauty of a chain-and-laid watermark — 

‘ good taste. Plover Fine Weave. 

t need not be spoken. 


i 
WHITING- es 


B 0 N 1) y better papers are made with cotton fiber 















When you need the best, insist on the finest. Speak (even softly) 
to us—we are Plover Fine Weave Distributors. Ask for samples, 


but please whisper. We'll be happy to supply them—and more. 


25% cotton fiber content .. . available in White, Blue, 
Ivory, Gray, Green and Pink . . . Substances 
20 and 24, Sizes 17 x 22 and 22 x 34. 


ri 
Akron, Ohio.......The Alling & Cory Company 
ae The Whitaker Paper Company 
Baltimore.......... The Boxter Paper Company 
Co ee The Paper Supply Company 
Bethlehem, Pa..Wilcox-Walter-Furlong Paper Co 
Birminghom.......... Jefferson Paper Company 
DMD scadidnesnstSe Zellerbach Paper Company 
Boston..... ......D. F. Munroe Company 


Boston Warren L. Wheelright Paper Co., Inc. 


Bridgeport, Conn.....Geo. W. Millor & Co., Inc. 
Bristol, Va.-Tenn........ Dillard Paper Company 
a The Alling & Cory Company 
Burlington, Vt.....Vermont Paper Company, Inc. 
ci, eee Dillard Paper Company 
TD << Geendanaeace Chicago Paper Company 
i Cctnesuewnsake Midland Paper Company 
PD ccccscdercanvne Moser Paper Company 
0 Reliable Paper Company 
Chico, California. ....Zellerbach Paper Company 
Cincinnoti...... The Chatfield Paper Corporation 
Cleveland.......... The Alling & Cory Company 
Columbia, S. C........ Palmetto Paper Company 
ere Paes © Clampitt Paper Company 
Danbury, Conn............ Mid-Eastern Envelope 

& Paper Company 
SR er ree Jensen Paper Company 
Des Moines... ....Newhouse Paper Company 
fg eee Western Newspaper Union 
eer The Whitaker Paper Company 
OE, caccckesncsibe Weber Paper Company 
Pe ivenanecee Duluth Paper & Specialties Co, 
Eugene, Ore.......... Zellerbach Paper Company 
DE cssscssekeeu Zellerbach Paper Company 
Pr sstenddésspabccscsteeseee Leslie Paper 
RE <cnsssacxencen Western Newspaper Union 
Fort Wayne, Ind...... Taylor-Martin Papers, Inc. 
Fort Worth...........Clampitt Poper Company 
RD 6. ccbeunsede Zellerbach Paper Company 
Grond Rapids. .Solon & Gilhula Paper Company 
OEE Dee SO ckscenscenwekss Leslie Paper 
Greensboro, N. C........ Dillard Paper Company 
Greenville, S. C......... Dillard Paper Company 
Harrisburg, Pa...... The Alling & Cory Company 
Hortford, Conn............ Batt Paper Company 
Hartford, Conn.....Elliot R. Vanderlip Co., Inc. 
PO, sicctencerenn Clampitt Paper Company 


Indianapolis......... The Chatfield Paper Corp. 
Indianapolis. ...MacCollum Paper Company, Inc. 
Jackson, Miss.......... Central Paper Company 
Jacksonville, Fla..Graham-Jones Paper Company 
Kansas City, Mo.....Midwestern Paper Company 
Kansas City, Mo......Wertgame Paper Company 
Knoxville..............Dillard Paper Company 
Knoxville........ Louisville Paper and Mfg. Co. 
Lincoln, Nebr........ Western Newspaper Union 
Co ers Western Newspaper Union 
Los Angeles......... Zellerbach Paper Company 
Lovisville........ Louisville Paper and Mfg. Co. 
Madison, Wis....... General Paper & Supply Co. 
Madison, Wis.....Yankee Paper & Specialty Co. 
a a a Memphis Paper Company 
Menasha, Wis.....Yankee Paper & Specialty Co. 
Be dacckheesenned E. C. Palmer & Company 
Milwoukee....... Allman-Christiansen Paper Co. 
Milwaukee. .... Dwight Brothers Paper Company 
Milwaukee..... .Yankee Paper & Specialty Co. 
eee Leslie Paper 
Minneapolis.......... Newhouse Paper Company 
Minneapolis........ Wilcox-Mosher-Leffholm Co. 
Montgomery, Ala...W. H. Atkinson - Fine Papers 
Moline, Ill........... Newhouse Paper Company 
PED. ccncavosces Clements Paper Company 
Newark, N. J......J. B. Card & Paper Company 
PE cvsepcde~esee Alco Paper Company 
PO <0 ahs bacae A to Z Paper Company 
eee Sam A. Marks and Co. 
Oey The Alling & Cory Company 
Miller & Wright Paper Co. 

SPT TT H. P. Andrews Paper Company 
Pi cwaasenenaae Duplicating Papers, Inc. 
i asepanwe M, M. Elish & Company, Inc. 
DR sikacavsaweaceee Forest Paper Company 
| Linde-Lathrop Paper Co. 
Serer Majestic Paper Corporation 
ery - Geo. W. Millar & Co., Inc. 
Es scnaced Nelson-Whitehead Paper Corp. 
WR ckscesemeseccce Reinhold-Gould, Inc. 
DR ccnccevbweeeannee Ris Paper Company 
Serer err yy Royal Paper Corporation 
MKS ccusteesseee Saxon Paper Corporation 
Oakland, California. .Zellerbach Paper Company 
Oklahoma City....... Western Newspaper Union 
eee eer Western Paper Company 


Graham-Jones Paper Company 


Schuylkill Paper Company 
Philadelphia. .. .Wilcox-Walter-Furlong Paper Co. 


Richmond, Va..... B. W. Wilson Paper 


Rochester, N. Y.....The Alling & Cory 


Newhouse Paper Company 
Western Newspaper Union 


...Zellerbach Paper 


Western Newspaper Union 
Western Newspaper Union 
Zellerbach Paper Company 
Stockton, Calif....... Zellerbach Paper Company 
The Alling & Cory Company 
Standard Paper Company 
Zellerbach Paper Company 
Graham-Jones Paper Company 
The Commerce Paper Company 
Midwestern Paper Company 
Trenton, N. J...... J. B. Card & Paper Company 
Zellerbach Paper Company 
[swhawarhoaagaieeas Tulsa Paper Company 
The Ailing & Cory Company 
Zellerbach Paper Company 
Frank Parsons Paper Co. 
Western Newspaper Union 
Dillard Paper Company 
Worcester, Mass... The J. C. Campbell Paper Co. 
Zellerbach Paper Company 
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letterhead Design (Continued ) 
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REVERENCE FOR TRADITION 
At the very heart of all design or 
commercial art is painting. For it 
is painting that came first and pro- 
vided the basis for today’s applied 
arts. Designer Paul Dohanos holds 
reverence for this concept in his own 
letterhead design. The feeling of fine 
art painting is maintained on the 
letterhead by a background of tezx- 
tured brush strokes over which ap- 
pears his own signature in reverse 
(simulating the traditional artist’s 
signing of his work). It is this tra- 
ditional feel that is the background 
for the contemporary service the de- 
signer offers his clients .. . “Creative 
Apphed Arts.” 








Stephan Lion Inc Visual Communications 
d Street New York 36 NY 
LAckawanna 4-3856 


tord 5-4280 


LION’S LION 


This design organization’s own let- 
terhead is a clear example of one of 
their design philosophies. In work 
for clients Stephan Lion, Inc., New 
York, believe in the primary impor- 
ig fance of a meaningful symbol that 
 Wentifies with the image as a whole. 
4 This concept is carried into packag- 
ying and most other areas of corpo- 
‘rate communication. Illustrating the 
| concept is their symbol, an abstrac- 
‘tion of a lion’s head, which appears 
5 on all other printed matter for the 


organization. Color is red on white 
stock, 
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Now you can 
make 
HALF TONES 
from 
HALFTONES 
Without MOIRE’ 


Write for descriptive folder to: 


Colortone puss 


2412-24 17TH STREET, N.W., WASHINGTON, D.C. © DUpont 7-6800 
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ATF seeks you graphic arts designers who 

aren't getting our regular (and free) mailings 

of type specimens. You need them—they’re 
indispensable tools of your trade—we have them. 
Send your name and address (home preferably), 

on business letterhead to American Type Founders, 
200 Elmora Avenue, Elizabeth, New Jersey. 
























At three times the price, 
you can’t buy a better luci! L 
SOLD DIRECT ONLY 

with a ten day 
money-back GUARANTEE 

18”x 24” focal plate, C 

17”x23” copy board. 
Four dia. up or down. 
Hundreds sold to the 
nation’s top firms... 
never a return! 


198” complete with 
Raptar F 4.5 lens 


Send for literature today! A 
LUCYGRAF Mfg. Co. 
1929 N. Hillhurst Ave. 
L.A. 27, NO. 1-0637 














wine) CHIEF 
DESIGNER 


NW 
WR 
Wey WANTED 


In our public relations department 
our writers turn out forceful 

copy that communicates. We need 
a man who can design to match. 

This man knows typography and 
graphics. He creates and manages 
well. He can inspire his talented 
young designer-crew of two. 

The job is not all glory (tight 
budget , heavy work load). But you 
gain exceptional job satisfaction , 
stimulus of a major city university , 
four-week vacations , free college 
education for your children. 

Interested ? Let us know what you 
have done, what you need for salary. 
Write to Russell R. Jalbert , P.R. 
Director , University of Pittsburgh , 
Pittsburgh 13, Pennsylvania. 




















materials /,ethods 


In this section we bring readers information on graphic arts materials and 


services. If you would like more information, or actual samples where indi- 


cated, on any item, fill out and mail the card on page 62. 


TYPE LIBRARY GUIDE: A 12-page 
brochure called “A Guide to Better Ty- 
pography” tells how to get the most out 
of the Monsen type library. The brochure 
recaps what information is available in 
the books, where to find it, and suggests 


how to use it. Monsen (M-1) 


“LETTER-PERFECT” is a 24-page book- 
let describing Intertype Fotosetter photo- 
eraphie typesetting machine. It lists ad- 
vantages of keyboard setting type direct- 
ly on film and photographie paper for 
plate-making. 
printing, typography, 


Applications in 
commercial hook 
production, specialty printing and adver- 
tising are illustrated. Intertype (M-2) 


“INK SKETCHING” is a two-page piece 
on drawing ink techniques. Also available 
from the company are booklets on “The 
History of Ink” and “The Story of Hig- 
gins Ink Co., Ine.” Higgins Ink (M-3) 


SPLIT FOUNTAIN PRINTING is the 
title of an article published in American 
Ink Maker which refers to a new litho- 
graphic press that prints up to 25 colors 
in one impression. This technical advance- 


types ot 


ment makes possible volume production 
of precisely matched color swatches in the 
form of color charts, magazine inserts, 
specimen books, displays. Pantone (M-4) 


HALFTONE REPRODUCTIONS: In- 
formation on contact screens for halftone 
separation for letterpress and for photo- 


gravure is available in a booklet called 
“For Better Looking Halftone Reproduce- 
Eastman Kodak (M-5) 


USES FOR TYPE DESIGN: A 4-page 
folder illustrates various design uses of 
ATF’s Craw Clarendon Condensed type 
face. Designed by Freeman Craw, graphic 
artist and creator of the Craw family of 
type faces, the folder shows some of the 
which he would employ Craw 
Clarendon Condensed. Specimens of the 


tions.” 


ways in 


entire range of pt. sizes are also presented. 
American Type Founders (M-6) 


FOR YOUR GUIDANCE: The condensed 
catalog “For Your Guidance” features, in 
a brief but comprehensive manner, the 
majority of the Bauer types including 
ornamental material. Below each presen- 
tation is an indication of the size range. 
The booklet was printed by letterpress 
from actual type. Baner Alphabets (M-7 ) 


PHOTO-COMPOSITION: Booklets de- 
seribing the Filmotype pheto-composition 
machine coutain information on the proec- 
ess itself along with data on the fonts 
available, a price list, papers used, screens, 
ete. Filmotype is a photographic type- 
setting machine designed to set quality 
display type in a variety of standard 
type and hand-lettered styles with little 
more than a flip of a switch. Filmotype 
(M-8) 


INSPECTION-LITE: Descriptive infor- 
mation on the Trombolite Inspection-Lite 
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GOLD AND WHITE + SILVER AND WHITE 
... SUGGEST A “GOLD MINE” 
OF CREATIVE ART / PRINTING IDEAS! 


CURRENCY COVER is certainly not designed to put us all back on a 
Write Dept. 61 for Demonstration universal Gold or Silver standard. But thanks to Apco, it is the answer 
Portfolio and complete information A ; ; : 

. . ‘ to the creative man’s dream for practical applications in design and 
on mill stock sizes and weights as: f 

printing where its very color suggests the only natural choice. For 

announcements and promotiona! pieces stressing anniversary occa- 
sions, advertising of metals, and special presentations — you'll 
discover none better. 


Apco’s special processes for mixing metallic bronze and aluminum 
powders with a casein sizing (which result in a Gold and Silver finish) 
and applying the coating to the reverse side of an already highly finished 
white enameled cover-weight stock provides a top notch sheet with an 
extremely smooth and uniform surface that may be printed by letter- 
press, offset or silk screen with outstanding colorful results. 


Select CURRENCY COVER for your next printed piece where gold or 
silver is highly important to the product or message presentation 
success. Its moderate, non-inflationary cost, richness of appearance 
and feel . . . its affinity for top notch design ideas, including solid co:or 
areas, makes it most practical for a wide variety of important uses. 
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IDEALLY SUITED FOR LETTERPRESS, OFFSET AND SILK SCREEN PRINTING OF: 


ANNIVERSARY ANNOUNCEMENTS * BOOKLETS AND BROCHURES « DIRECT 
MAIL PIECES * GOLDEN VALUE PROMOTIONS « CATALOG COVERS AND FOLIOS 
PRESENTATION FOLDERS * ANNUAL REPORTS * METAL PRODUCTS ADVER- 
TISING and many others 


APPLETON COATED PAPER COMPANY 


appleton* wisconsin 





OFFSET f NTE ON 20 X 26=— 1 PT. GOLD AND WHITE. GREEN AND BLACK CC R INKS, PLUS WHITE — (RUN TWICE) 
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Materials & Methods (Continued) 


For further information send in card 
on page 6. g. 


and the Trombolite desk lamp is avail- 
able in booklet form. The inspection lite 
provides high-intensity lighting and dis- 
tortion-free magnification for detailed and 
precision work. Amplex (M-9) 


NEW SKETCH KIT: A _ Draftette 
Sketch Kit, with a portable drafting ma- 
chine mounted in a vinyl self-locking 
binder, is available. The portfolio fold 
kit includes the drafting instrument, with 
three by five or four by six scale and 180- 
degree protractor, pad of 50 sheets of 
8% by 11 drawing paper, and pencil. 
Priced at $8 with small scale and $9 with 
larger scale. Draftette (M-10) 


AUTO-FEED PEN HOLDER: A new 
Speedball auto-feed pen holder—the first 
automatic pen holder to hold regular 
Speedball pen points—is now available. 
The pen fills like a fountain pen with 
India ink or colors. All regular Speed- 
ball pens fit it. It has push-button feed 
for uniterrupted speed writing and pre- 
cision, and ean be clipped into user’s 
pocket. List price is $2.95. Hunt Pen 
(M-11) 


REFERENCE MATERIAL on specifi- 
cations for all sizes and types of visual 
aid slides is available in a booklet called 
‘Practical Specifications for Visual Aids.” 
The 16-page book also gives prices, art 
specifications, focal length formulas and 
screen ratios. Admaster Prints (M-12) 


A WALL-CHART PRICE LIST cover- 
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BEBELL & BEBELL direct- 
type color reproduction 
technique bypasses the te- 
dious and expensively slow 
separation process used 
for your usual color prints. 

DIRECT-TYPE, inexpen- 
sive RocketColor® prints 
will duplicate your layouts, 
presentations, transparen- 
cies, or any 3-dimensional 
object, as fast or even 
faster than an artist’s ren- 
dering. (Blue-Ribbon Pre- 
mium Service delivers in 
6 hours when necessary.) 


BOOS SHS SSH HSS OHSS OS GHGS SOSO 


EXTRA! 


tough deadlines caught by full-color 
photo-copies up to giants 
direct from art and transparencies 


Transparencies and slides 
made by a similar color 
technique offer, in addition 
to speed and service, great- 
er color clarity by permit- 
ting finer control of a wider 
density range for use in any 
individually designed condi- 
tion of projection or display. 

AND EACH of your trans- 
parencies and prints are in- 
dividually color balanced for 
quality control by BEBELL 
& BEBELL, with consistent 
color match and contrast 
control in any quantity. 


eS 











Phone, wire for a representative or write for case histories and price list 
of the BEBELL & BEBELL COLOR DUPLICATING SERVICES: display & exhibit 
transparencies up to giants « all types & sizes of projection slides (b.&w. 
and color) « film strips (masters & duplicates) « duplicate stereo pairs 
reproduction transparencies « Ektacolor & Ektachrome prints, Ansco- 
chrome printon, & dye transfer prints up to giants e clear acetate line 
“stats” (colors and b.&w.). BEBELL & BEBELL SUBSIDIARY SERVICES: 
illuminated transparency display boxes « “Tel-A-Story” slide projec- 
tors » exhibit mounting facilities » photo exhibit creative design. 


bebell ea bebell 


COLOR LABORATORIES, INC. 
108 West 24th Street - New York 11 
WAtkins 4-8573 - Cables: Labsbebell, N.Y. 


Ask for our new Wall-Chart Price List (#A-12) 


SSOOSSS: 
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Statement of Ownership 
Statement required by the Act of August 24, 1912, as amended by the Acts of March 3, 1933, and July 2, 1946 
(Title 39, United States Code, Section 233) and June 11, 1960 (74 Stat. 208) showing the ownership, manage- 
ment, and circulation of PRINT, America’s Graphic Design Magazine, published bi-monthly at Washington, D. C., 
for November-December, 1961. 

1. The names and addresses of publisher, editor, managing editor, and business manager are: Co-Publisher, 
Milton L. Kaye, 535 Fifth Avenue, New York 17, N. Y.; Co-Publisher, Robert Cadel, 1312 18th St., N.W., Wash- 
ington 6, D. C.; Editor, Arnold Farber, 535 Fifth Avenue, New York 17, N. Y.; Business Manager, Robert Cadel, 
1312 18th St., N.W., Washington 6, D. C f 

2. The owners are: Kaye-Cadel Publishing Corp., 535 Fifth Avenue, New York 17, N. Y.; Estate of Lawrence 
Audrain, 124 East 31st Street, New York 16, N. Y.; Milton L. Kaye, 535 Fifth Avenue, New York 17, N. Y.; 
Robert Cadel, 1312 18th St., N.W., Washington 6, D. C.; Olga Bates, 6 Peter Cooper Rd., New York, N. Y. 
3. The known bondholders, mortgagees, and other security holders owning or holding 1 percent or more of 
total amount of bonds, mortgages or other securities are none. 

4. Paragraphs 2 and 3 includes, in cases where the stockholder or security holder appears upon the books of 
the company as trustee or in any other fiduciary relation, the name of the person or corporation for whom 
such trustee is acting; also the statements in the two paragraphs show the affient’s full kncwledge and belief 
as to the circumstances and conditions under which stockholders and security holders who do not appear upon 
the books of the company as trustees, hold stock and securities in a capacity other than that of a bona fide 
owner. Signed, Robert Cadel,Co-Publisher. 

The average number of copies of each issue of this publication sold or distributed through the mail or other- 
wise to paid subscribers during the 12 months preceding the date shown above 8589. 

Sworn to and subscribed before me this 9th day of September, 1960. 

W. G. Baden, Notary Public (Commission expires March 31, 1964). 
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Materials & Methods (Continued) 


ing photographic color prints, _ slides, 
transparencies has recently been pub- 
lished. It has been designed as an aid to 
estimating costs at a glance. The reader 
can almost immediately determine exact 
cost on his specified products right along 
with the possible alternative techniques 
available and their prices, too. In addition 
the chart shows the relationship in the 
use of different kinds of originals to the 
final price; the costs of mounting, mask- 
ing, “rush” service. Bebell &@ Bebell 
(M-13) 


GRAPHIC ARTS CATALOG: This re- 
cently published catalog covers not only 
the various supplies required in all phases 
of printing, but also gives illustrated list- 


For further information send in card on pagt 62. 


ings of wood cutting tools and printmak- 
ing handmade papers. A complete range 
of hand operated presses is shown plus a 
variety of presses suitable for etching, 
lithography, linoleum cuts. Craftools 


(M-14) 


“WOODCUT” is a 32-page Manual of 
Wood Engraving which contains a history 
and examples of the work of one of the 
few commercial wood engraving studios. 
The manual gives attention to modern 
development and the many uses of wood 
engraving art work in today’s graphi« 
world. Sander Wood Engraving (M-15) 
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Now you can take it with you! With the new Speedball Auto-Feed you can letter anytime, 
anywhere with uninterrupted speed and precision. Clips in your pocket like a fountain pen! 
Adapts for any Speedball point! Ends time-wasting dip! 


NEW 
SPEEDBALL 
AUTO-FEED* 


FILLS LIKE ® 


PUSHBUTTON 
EE 













C. HOWARD HUNT PEN CO. 
CAMDEN 1, N. J. 
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Materials & Methods (Continued) 





For further information send in card on pagt 62, 


COLOR KEY: A booklet entitled “Now 
... Get Full Color Proofs Direct from 
your Negative,” describes the negative 
acting system for checking register, color 
break, and fit and how the proofs can 
be obtained in as little as twenty minutes. 
Coating and whirling operations are not 
needed when using the system, the book- 
let points out, and in many cases the press 
proof is not needed. Plate remakes are 
reduced, color value can be determined, 
and reliable dot accuracy is assured with 
Color Key. 3-M Company (M-16) 


PALATINO: An attractive type booklet 
illustrates the Palatino type series de- 
signed by Hermann Zapf. Named for the 
Italian artist, Giambattista Palatino, one 


of the most famous 16th century eallig- 
raphers, the series in accord with Ren- 
aissance law, express a harmonious bal- 
between form and feeling. The 
booklet shows the type in a variety of ex- 
pressions. Amsterdam Continental Types 


(M-17) 


LITHOWIPES: A new promotion folder 
for Lithowipes disposable plate proces- 
sing towels, including two towel samples 
and a free trial offer, has been produced. 
The folder includes 13 by 16-inch samples, 
prefolded to hand size, of both folded 
ribbed and rolded crepes Lithowipes. The 
folder is also illustrated with line draw- 
ings showing steps in printing plate fin- 
ishing procedure. Kimberly-Clark (M-18) 
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LETTERI N G ? Several exclusive innovations 


make it hard to distinguish this new ATF type face 
from custom hand lettering. 


yw SirR-EE! 


Frequently-used characters have slightly different alternates. 
Regular and alternate versions were designed to be 
used at random. See examples in this ad. Can you spot them? 


Turn certain lowercase letters upside down and 
you have additional alternates. (They will align, too.) 


Designed by Freeman Craw, Ad Lib is available 
from ATF type dealers in 18, 36 and 60 pt. 
Send for a specimen folder! 


This is Ad Lib, 
an ATF type 


American Type Founders, 200 Elmora Avenue, 
Elizabeth, New Jersey 
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Letters in Print 





PAPER’S INFLUENCE ON PRODUCT 


The writer wishes to tell you how much our entire merchan- 
dising staff enjoys your magazine. We were particularly 
interested in your July-August issue which featured paper. 
Perhaps one of the reasons we enjoyd this so much is be- 
cause we, too, feel that paper can be used to great advant- 
age to induce a certain aura for the product. 


M. G. ARSHAK, MANAGER PACKAGING DESIGN, LINDY PEN Co., 
Inc., CULVER CiTy, CALIF. 


ANNUAL REPORT AWARDS 


We may be subject to a charge of prejudice in expressing 
approval of your Annual Report review since two of the 
awards came to us. However, both the high quality of the 
other ten selections and your choice of a jury that repre- 


“sented all aspects of Annual Report productions is worth 


of our award to you: First in Annual Report judging. Most 
awards we receive in this and other areas of design have 
become almost meaningless since they are judged solely for 
visual inventiveness or with almost no consideration of this 
factor. We approach our projects as an expression of a 
company’s story. Each one we feel must be judged in terms 
of all its content. Your awards sustain this effort and are 
of a constructive and valuable contribution in clarifying 
design values. 

PauL T. Carey, LoGan & Carey, SAN FRANCIsco, CALIF, 


INFORMATION ON 3-D LETTERING 


Our firm has just recently subscribed to your worthy efforts 
as reflected in the issues of Print. As you ean tell from 
our letterhead, typography and letter design is reflected in 
our product in a three-dimensional form. Also in sizes and 
proportions that are not available in most of the existing 
typography. We find that we must redesign types to fit our 
particular needs. It seems to me that this is one area in 
which there is a dearth of information. We would like to 
see some reporting on this significant and neglected field. 


ERNEST GREGORY, STYLING CENTER, ForpD Motor COMPANY, 
DEARBORN, MICH. 


CREDITS 


I enjoy every issue of your magazine. There are so few 
good ones in this field. 


JoHN RITCHIE, SECRETARY TREASURER, SOCIETY OF TYPOGRAPHIC 
DESIGNERS OF CANADA, TORONTO, CANADA 





Books in Print 





DRAWING WITH PEN AND INK 


It has been out of print since the author’s death five years 
ago. This revised edition, possible through the efforts of 
Henry Pitz, a long time friend of author Guptill, has main- 
tained the value of the original book which is the artful 
combination of Guptill’s instruction with many excellent 
examples by other artists to illustrate his points. He guides 
you naturally and easily, step by step, from elementary 
instruction on the kind of pens, paper and ink to use; 
through pen handling, value study and sketching to more 
complex subjects such as life drawing, architectural render- 
ing, trees, interiors and their accessories, and reproduction. 
By Arthur L. Guptill, $8.95. 


REINHOLD PUBLISHING CORPORATION 


PHOTO MAXIMA IV 


An exciting presentation of the 94 prize winners in the 
First International Small Print Photographie Exhibition. 
Every photographer in the world was invited to submit his 
work. Judges were Jacob Deschin, Alexander King, Bruce 
Downes, and Hope Sanders, who edited the book. Full 
technical data is given for each picture, plus the photog- 
rapher’s explanation of the picture in his own language. 
All foreign explanations are rendered into English. 9” by 
12” in size, hardbound. $5.95. 

ARCO PUBLISHING COMPANY 


A JAPANESE PAPER-FOLDING CLASSIC 


If you have ever folded an airplane, a water bomb, or a 
flapping bird from a sheet of paper, you have participated 
in the fascinating folk art of paper folding, or “oragami.” 
In this book, a heretofore lost classie of Japanese paper 
folding is reproduced. It makes available to scholars and 
the general public one of the most historically significant 
paper-folding books uncovered by the editors in the course 
of an extensive study of the subject. This book contains 
over 300 diagrams with instructions for folding more than 
40 three-dimensional paper figures, 11 of which are in 
color. Edited and interpreted by Julia and Martin W. 
Brossman; $10.50 limited edition. 

THE PINECONE PRESS 


HOW TO START AND BUILD AN ART COLLECTION 


This book, written by a self-taught, now recognized, collec- 
tor is intended to help novice collectors with both factual 
information and more general advice. In addition to offer- 
ing the fruits of his now broad experience, the author pre- 
sents viewpoints and opinions of other experienced collec- 
tors, gallery owners, museum curators, critics and artists 
themselves. Unique and invaluable is a profile of galleries 
in New York City, Philadelphia, Chicago. Los Angeles, and 
San Francisco in which the galleries are identified by their 
period, field, or principal artists; their individual point of 
view; and their price range for oils, prints, sculpture, 
water colors, and drawings. By Arwin W. Solomon, $5.00 
CHILTON COMPANY 
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Standard’s Blue Ridge Text is the paper selected 
for Number Six in our Civil War Centennial Series 
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Standard’s Blue Ridge Text is the paper selected 
for Number Six in our Civil War Centennial Series 





Wich this number we bring to a close 
our productions dedicated to the men and 
boys who fought under the Starred Field 
and the Starred Cross through those tragic 
years . . . 1861-1865 . . . known as the 
Civil War. 

As we remarked at the beginning, these 
men and boys—as men and boys in like cir- 
cumstances have been and will be through- 
out the ages—were of a surprising oneness 
under their coats of Gray and Blue. If 
our efforts in bringing to your attention 
some of the lesser incidents that played 


important parts in their day-to-day living 


have given you cause for contemplation, 
we are happy. 

With sincere appreciation for your inter- 
est and encouragement manifested in many 
ways, we thank you. 


STANDARD PAPER MANUFACTURING CO. 
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ITEMS STOCKED AT MILL 
TEXT 
BASIS WEIGHT 25 x 38 70 80 
CARTON PACKED b oy 9 Sheets thon vg Sheets 
Grain Direction Underscored Sheets Carlen Sheet Canten 
WHITE PA eer elie 's 98 1500 112 1300 
——: 119 1900 136 1100 
95x38............ 140 1000 160 1000 
Sua. Ae: ee ae 
BLUE, GRAY OS ME ee Ss es 98 1500 
GREEN, IVORY 93x35... 119 1200 
LEMON, PINK 95x38... 140 1000 
Sa bee kare 232 600 
COVER 
BASIS WEIGHT 20 x 26 65 80 
WHITE OS ee ces 167 750 205 600 
eam ee 130 1000 160 1000 
POS Bie oie eee ks 201 750 248 500 
a 201 750 248 500 
96 x 40 260 500 320 500 
BO Me soy oe: 402 375 496 250 
BLUE, GRAY CABO Oe Sides ok 167 750 
GREEN, IVORY 90x956.............. 130 1000 
LEMON, PINK 8 WBS A iis ks ce 201 750 
Xe ee: Ve aa ae 201 750 
ay Et CRS gra Raa aes 260 500 
39 MAO. s5 cb ae. 402 375 
BRISTOL 
BASIS WEIGHT 22 x 282 100 
WHITE 93's OR a. 208 600 
gy . Rates ae ees 251 500 
LS ie Ae eae 251 500 
ci Re ae 502 250 
MATCHING ENVELOPES AVAILABLE 














Another fine paper from the mills off 
STANDARD PAPER MANUFACTURING CO 


NEW YORK RICHMOND CHICAGO § 


PRODUCTION NOTES Cover and illustration paitited by Jack Woodson. Cover painted in tempera on illustration board; illustration painted 
in oil on canvas board. Uniforms and equipment from museums and private collections. All models live. Litho- 
graphed in four-color process inks on a Harris two-color press at 4500 iph. Ink sequence: Yellow, red, blue, black. 
The paper is Standard’s BLUE RIDGE TEXT, White, 35 x 45—266M. Litho in U.S.A. 
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Engravings by Collier — one of a series 


You can tell its an Airequipt Superba in the dark! 


If you're in the audience, you can prob- 
ably guess it’s an Airequipt Superba 
slide projector by the sharpness and 
brilliance of the pictures. 

If you're running the show, there’s 
just no question about it. The famous 
Airequipt slide magazines and fool- 
proof changing mechanism give your 
slide show a special ease and smooth- 
ness. And—with the Airequipt Superba 
77, for instance—you can run the show 


from virtually anywhere in the room. 
With one hand. In the dark. By remote 
control, you change slides forward or 
reverse and even focus. 

And with the ultimate in slide pro- 
jectors, the amazing new Airequipt 
Superba Sonic, your commands are 
transmitted instantly by a unique four- 
way wireless remote control. 

Or with most Airequipt models you 
can set the button on the machine for 





~ A 


AIREQUIPT SUPERBA 77 





Automatic and it runs the show by itself. 

One caution, however. Don’t buy 
your slide projector in the dark. Com- 
pare the Airequipt Superbas with any 
other slide projectors in the store. You'll 
find that they’re the smallest, lightest, 
most compact fully-automatic slide 
projectors on the market. When you 
discover you can choose from five 
Airequipt Superba models starting at 
less than $60, you'll see the light. 













This full page magazine ad is reproduced with the per- 
mission of the Airequipt Manufacturing Co., Inc. and its 
agency, Sudler and Hennessey, Inc. Bernie Zlotnick was 
the Art Director and Vivian Shaknis was Production Mer. 
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PHOTO ENGRAVING & 














240 WEST 40™ STREET 





NEW YORK 18, NEW YORK 








PHONE: OXFORD 5-0400 
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RENDERINGS FROM CONTINUOUS TONE ORIGINALS 
PRODUCED PHOTOGRAPHICALLY BY THE WEBER PROCESS 
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MARTIN J. WEBER STUDIO + 171 MADISON AVENUE, NEW YORK 16, N.Y. 





